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“Grading up” usually means that you are going to sell a higher priced 


shoe or line of shoes. A shift to higher levels comes with business 






recovery when purchasing power either loosens up or actually 






improves. You probably notice it now, in less resistance, at the fitting 






stool. But to sell a higher priced shoe implies also higher quality. For 






no merchant wants to lower the standards on which he has built the 








reputation of his store. 






Better quality—what a happy thought—it means more shoe satis- 


faction for your customers—a better shoe business for you—less 







returns and complaints, fewer fitting problems and increased profits. 


In Tweedies you will find the style, quality and the fit that win and 






hold the smart woman who has paid higher prices, as well as the 






value-versed woman who is ready to grade up on quality. Tweedies 






offer you constantly improving standard of value in $5.00 and $6.00 







retailers. They broaden your opportunity to merchandise smart shoes 


on a legitimately wider margin of profit. Tweedie Footwear Corpora- 





tion, Jefferson City, Missouri. Shoemakers since 1874. 
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From the line that sells ALLURIOANG FOOTWEAR 





Ae se vee ons 


Qualit -Y is the result of high intention, sincere 





effort, intelligent direction and skillful execution; 





it represents the wise choice of materials, the 






cumulative experience of many skilled craftsmen, 





and it marks the quest of an ideal in the creation 












of something useful. The achievement of quality 














is not an accident. 
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{= ghost of the gone drought 
cow cannot be laid. We see the 
sinister shadow of the drought kill 
again cover the news. The Federal 
Relief Administration, tackling the 
problem of unemployment relief, 
has marshalled a vast plan for re- 
lief finance work shops on an emer- 
gency basis rather than a perma- 
nent point of view. 





Perhaps it is only a gesture to 
feel out public sentiment once 
again. Previously, the Administra- 
tor said the Federal Board was 
interested in work plans but it was 
the duty of states to promote such 
projects as they deem it best. Now, 
the idea is being circulated that the 
National Federal Relief Adminis- 
tration may directly play a part in 
manufacturing a wide variety of 
goods for the needy and unem- 
ployed. The release says: 

“Some of the instructions already 
drafted by administration engineers 
tell you to establish ‘shoe factories, 
each designed to turn out 1200 
pairs of shoes per week—tanners 
to prepare rough leather for use in 
relief work rooms.’ ” 

Whether it is a state project or 
a national project, we are against 








it for it is not practicable. You 
just can’t start shoe factories in 
empty rooms nor tanneries in kitch- 
ens. It takes more to make shoes 
than unemployed hands. 

Once again the trade is aroused 
to the possibilities of amateur work 
room projects. Be fore we get 
through with the drought hides, 
many of us will wish that they 
would be dumped in quick-lime. If 
you can reduce corn crops by plow- 
ing under and cotton by destroying 
every third row, why not carry the 
same philosophy of scarcity a bit 
further and get rid of the stuff that 
is causing all this shoe and leather 


unrest. 
* * * 


OLDEN JUBILEES are in or- 
der and now the Grand Street 
Business Men’s Association of 
Brooklyn, New York, celebrate the 
golden jubilee of that well-known 
street in the Williamsburg district. 





PINON ONO A TAAL 


Elaborate plans have been formu- 
lated to bring customers and friends 
to Grand Street. The entire district 
will be illuminated with special 
lighting effects, banners and signs. 
Torchlight parades, bands and 
speeches are to be included in the 
plans. 
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It is a great idea for a community 
to celebrate collectively. 


* * * 


EATON ALEXANDER of Wheel- 

ing, West Virginia, and past 
president of the National Shoe 
Retailers Association, delights us 
with the following letter: 














“Because of having been laid up for 
repairs, it was not my pleasure to read 
Murray French’s article on short back 
lasts until this week. 

“As something more than a novice in 
the art of adjusting shoes to feet, I want 
to say, in my judgment, he is as near 100 
per cent right in his contention as often 
falls to the lot of man. 

“The general attitude of the manufac- 
turers reminds me much of an incident to 
which the editor of the Boor anp SHOE 
REcoRDER and I were partners. 

“He may recall that about a decade 
ago he and I spent a pleasant few days 
in Charleston, S. C. On leaving there, 
he was handed two beautiful fish (Pom- 
panos), just as they came from the water. 
He took them to the cook of the ship—a 
black, greasy cook of about 250 lb.—tell- 
ing him if he would prepare them for our 
dinner in a manner as near perfection as 
some we had eaten in Charleston, he 
could close his fist on an extra dollar. 
His reply was: ‘Boss, they ain’t no man 
can tell me how to cook Pompano. I 
knows!’ 

“The dinner was good, but it wasn’t up 
to the perfection of the cook at Charles- 
ton. 





“The cook on the boat was big—from 
the’neck down—yet he could have learned 
a lot from smaller people, had he con- 
descended to consult with them. 

“Some manufacturers are big, too. 
They know! Yet they persist in building 
shoes for 64% to 10 AAAA feet, from a 
4B model. Same as used when average 
size worn was 5C. And they refuse to 
convene with retailers who could help 
them more than they help the retailers. 

“Verily, ‘Consistency, thou are a 
jewel.’” 


* * * 

‘’T HE doctor’s racket needs to be 

exposed,” writes a merchant 
from New Jersey. “We have had 
several cases where customers have 
brought back our shoes because the 
doctor says ‘I must only wear so 
and so shoes.’ Now this store is not 
willing to be an accomplice to this 
racket and graft of offering doctors 
10 per cent or better on every pair 
of shoes sold on their recommen- 
dation. 

“The doctor writes out some 
cockeyed, complicated prescription 
such as ‘Be careful of the length,’ 
or ‘Be careful of the width’ or they 
may vary it with ‘Be careful of 
length and width.’ What they mean 
is: ‘Be careful that we are credited 
with 10 per cent.’ 

“We are glad to fill prescrip- 
tions, change, alter, rebuild and 
upbuild shoes but in the majority 
of cases there is nothing more to 
do than what we have said about 
it and that certainly does not justify 
a 10 per cent graft.” 














AL. J. MENSCH, managing di- 
rector, heralds the twenty-first 
annual convention of the Middle 
Atlantic Shoe Retailers Association, 
to be held at the hotels Madison, 
Jefferson and Monticello in Atlan- 
tic City, N. J., on Jan. 21, 22 and 
23. Keen competition from four 
cities for this convention, placed 
the board of directors in a dilemma, 
but after a study from all angles it 
was unanimously agreed that the 
Atlantic City proposition best fitted 
into the promotional possibilities 
of a large attendance, with a mini- 
mum of cost to conventionaires. 








WHOSE 
FAULT? 











—Have you ever stopped to think that 
possibly if you mind your own business, 
your business will mind you? 

—Kenneth Collins, well-known publicist, 
claims that many a business head is 
blaming the Administration, or Musso- 
lini, or Mahatma Ghandi, or the Gulf 
Stream for poor business when, in reality, 
if he looked deeply enough into his own 
business he would soon discover that the 
cause was due to his own shortcomings. 

—'For," says Mr. Collins, "he may very 
well find that as his various executives had 
followed out instructions for economies 
and pinched nickels throughout the de- 
pression, they cheapened his product and 
had been trying to make sales instead of 
customers. 

— "This afternoon, when an advertising per- 
son waves an advertisement before you, 
say ‘Yes, it's a good advertisement. 
We'll run it.) When a buyer suggests 
buying a group of merchandise in which 
he has faith, try saying ‘Yes.’ When a 
business decision must be made—whether 
it be in retailing or any other field—try 
saying ‘Yes.’ You will make mistakes, of 
course. But you'll make worse mistakes 
if you continue to say ‘No’ to everything." 


Swit ( ww —_ 


President. 





As President Reineberg says: 
“This is a great opportunity for 
the merchants of Pennsylvania, 
New Jersey, Delaware, Maryland, 
Virginia and District of Columbia 
to attend the last major convention 
for the inspection of the latest crea- 
tions in Easter footwear. Merchants 
must make their selections in styles, 
patterns and materials by this time 
if they want to do a big Easter 


business.” 
* * * 


Pag uncommon run this year of 
black spats, also spats of ox- 
ford grey, which are nearly black 
—and it’s figured that these spats 
are wanted by men of sixty or 
thereabouts, who like to keep their 
ankles warm in winter but don’t 
like them to look too bright for 
their years—as they would if they 
were clothed in light colored spats. 
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‘IN. | EW business” tax is being 

tried in Denver, in an effort 
to do away with the “fly-by-night” 
store operator who enters a town to 
reap pre-Christmas business. The 
habit is to stage a big promotion, 
usually on a price basis, and then 
to fold up the day after Christmas, 
without spending any more money 
in the community. 

Several towns in Colorado are 
adopting the “new business” tax. 
A tax, usually $50.00, must be paid 
into the town treasury before a 
business can be opened. It is re- 
turned after the business has been 
in operation for a year. 

* * * 


E Ge new deal and leisure hours 
have done much for sport foot- 
wear the past year. Now with the 
Winter footwear on the calendar, 
we find an increasing demand for a 
boot about the style as that offered 
in the regulation ski boot, but con- 
taining spikes for ice fishing. Judg- 
ing from the demand made of one 
New England manufacturer, the fly 
casters are soon going to invade the 
frozen lake regions armed with 
their red flagger fishing kits. 


* * * 


HE leather district in Boston was 

besieged during the recent visit 
of Colonel Johnson’s rodeo with 
gaily clad cowboys and cowgirls 
from the show, seeking leather for 
new chaps, vests and coats (and in 
high colors too). 








William H. Hickey, New England 
sales manager of the John R. Evans 
Company, took quite a joshing 
from his many friends throughout 
the district as he good-naturedly 
toured the various leather houses 
with the visitors to the Hub in his 
effort to meet their demands for 
leather suitable to replace their 
picturesque costumes—which gave 
Mr. Hickey an opportunity to 
spread his gospel: “Nothing takes 
the place of leather.” 

* * * 

ROCKTON’S shoe industry was 

fittingly recognized with the re- 
cent appointment of Charles E. 


MAS 5s eI Oe Nal aint toate 









































Moore, vice-president of George E. 
Keith Company, and Stanley Heald, 
president of the Stetson Shoe Com- 
pany to the executive board of the 
Associated Industries of Massachu- 
setts. Both gentlemen are equipped 
to “carry on” as members of this 
important organization which, for 
years, has been a factor in New 
England industrial successs. 


* * * 

















F ITTING remarks by Ray I. Hopp- 
mann: 
Hark to this, my readers, 
Tis news of Sadie Snell, 
Her face was lifted 2 P. M., 
At 3 her arches fell. 

Yes, sir, she was an “arch fiend” 
when it came to buying shoes. 

Seems to run in the family—her 
uncle was killed by falling arches 
—stood under a bridge when it 
collapsed. 

Which reminds me that our 
greatest glory is not in falling but 
in rising every time we fall. 

Yes, yes, I know—advice is the 
hardest medicine to take and the 
easiest to give. 

Nervous woman wanted to know 
if we gave gas when we tried new 
shoes on customers. 

Not exactly but we sometimes 
hand out the oil. 


She tried on shoes and shoes and said, 
“These pinch, too”—In despair, 

The salesman said: “I’m sorry, Ma’am, 
But these are your old pair.” 


Couldn’t give her a fit, but I al- 
most had one myself. 

It’s a good thing to remember 
that a profit in the hand is worth 
two on the shelves. 

What’s more, a profit is without 
honor unless it is decently large. 

The woman certainly “puts her 
foot in it” who buys shoes too small 
for her. 

On the other hand, others de- 
mand them so large they could rent 
out the unused space. 

“Upward and Onward” is hardly 
the slogan for shoe clerks who 
have to look down at people’s feet 
all day. 

If you want to jingle coins in 
your pocket you’ve got to shake a 
leg. 
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Hush, little snake, 
Now don’t you cry. 
You'll be a ladies’ shoe 
Bye and bye. 
* #* # 
N memory of Isaac H. Sawyer, the 
veteran shoe man who died re- 
cently, the Historical Society of his 
native town of Boxford, Mass., has 
adopted these resolutions to be 
raised on a tablet to be placed on 
Valley Brooke Farm, his late home: 


“From seventeen hundred one 
Six Generations carried on 
Beneath the roof of this man’s 

home 
And passed the torch to him 
Who bore it six years more 

Than three score ten— 

What strong men do 


Can never pass away.” 
* * * 


NEw profits in the sale of shoe 
polishes and dressings are 
destined to reach their highest fig- 
ures in many years, according to a 
recent survey made among a group 
of leading New England retailers. 
For example, the exclusive shops of 
the Thayer, McNeil Company, Bos- 
ton, have witnessed their polish 
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sales rise from $9,500 to more than 
$18,000 the past three years and 
smaller retailers report a marked 
increase in their sales and believe 
that a New Deal is already in store 
for a line of good shoe dressings 
in any community. , 


* * * 


EWER boots. Boots for sewer 
workers are about as substantial 
as boots can be made. They’ve 
soles of leather built up to a thick- 
ness of nearly an inch, and the soles 
are heavily hobbed with iron. The 
heels, also of stout leather, are 
rimmed with metal. There’s a metal 
plate on the toe, and, a metal shield 
in the shank so that the wearer can 
step on the shovel and drive it down 
deep. The uppers, of leather as 
heavy as is tanned for upper stock, 
are riveted as well as sewed, and 
are stayed, and they have outside 
counters of sole leather as_ thick 
as that used on many a street shoe. 
Altogether, the boots are an in- 
teresting specimen of shoemaking. 
It may surprise some shoemen to 
know that boots are built especially 
for those who work in sewers. 





IT ALL DEPENDS ON THE DIET — 










































Sidney W. Winslow, Jr., presenting 
John H. Connor 80 birthday roses 
and a globe of the world. 
Mrs. Connor looking on. 


JouN H.CONNOR, senior vice-president of the United 
Shoe Machinery Corporation, who recently returned 
from his 160th crossing of the Atlantic Ocean, received 
the congratulations of his associates in the office of the 
United Shoe Machinery Corporation, Boston, Nov. 15, 
on his 80th birthday. 

At a reception, at which every member of the Boston 
office force had an opportunity to express his personal 
felicitations to Mr. Connor and to Mrs. Connor, who 
accompanied him, President Sidney W. Winslow, Jr., 
presented him in their behalf a vase containing 80 
beautiful Briarcliff roses and a finely mounted globe 
with plate suitably inscribed to commemorate so un- 
usual an occasion. In the purchase of these gifts every 
fellow worker had a part. 

Mr. Connor responded, reviewing his long and 
pleasant relations with many of those present and the 
many changes which have come in the industry within 
his recollection. 

Mr. Connor, as senior vice-president of the United 
Shoe Machinery Corporation and its subsidiaries, is in 


FOURSCORE YEARS YOUNG 
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John H. Connor, Senior Vice-President of 
U. S. M. C., Felicitated by Associates on His 
80th Birthday. As Head of Foreign Business of 
the Company He Has Visited in His Travels 
Every Country of Commercial Importance in 
the World—Crossed Atlantic 160 Times. 


general charge of the foreign business of the Corpora- 
tion. In his travels he has visited every country of 
commercial importance in the world; not only has he 
crossed the Atlantic 160 times but has circumnavigated 
the world four times, with incidental journeys to South 
America, Australia and the Orient at different times. 
Probably no other person has ever had so world-wide 
an acquaintance with shoe people. 

The United Shoe Machinery Corporation’s orchestra, 
conducted by Joseph C. Stout, office manager, played 
appropriate music during the reception. 
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He Invents New Ways 
To Sell Mens Shoes 


Pat has sold shoes in the Loop since 1928. His hobby, 
other than selling shoes, is thinking about them. That 
does not prevent his taking his two kids out for a Sun- 
day or a holiday in the park. Outside of a couple of 
business clubs, he is interested in the retail shoe busi- 
ness. 
Harry A. Meyer pried him away from the R. E. Cox 
Dry Goods Co., way down in Stephenville, Texas. This 
makes two jobs that Kay has had in his life. He does 
like to get out and meet people. And people do like to 
meet Pat Kay, with his ever-ready smile, his good fel- 
lowship and his interesting Texas accent. 
That liking to meet folks, plus the famous Kay smile, 
accounts for the great personal trade experienced in 
this store. Perhaps the fact that he likes to sell shoes 
may have something to do with the volume of trade 
enjoyed here. 
Five windows full of good shoes do not always stop 
people and cause them to buy. . 
Neither does . store fuil of good shoes make men PAT KAY 
flock in to buy them, and come back again and again ‘. 
Of Chicago Makes a Hobby of the Shoe 


for more. 
So, what? Business and Finds It a Fascinating Game 


Take the case of the H. A. Meyer Shoe Co. store, When Played with Intelligence 
which has an entrance on East Monroe Street, Chicago, 
and another in the Palmer House corridor. Harry 


Meyer put in Pat Kay as his manager here. Then he 
[TURN TO PAGE 35, PLEASE | 
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This “Cothurne" bathing shoe laced up high over the 
ankle is a new note from the European resorts. Below 
and to the right is a "play" shoe (for beach, deck or 
general knocking about with shorts and slacks) which 
shows a variation of this Cothurne treatment. 


The LONG 

and 
The SHORT of 
Southern Promotions 


THE outer circle represents a complete resort shoe 
wardrobe. The inner circle three basic shoes for the 
short cruise. 

With the falling of the first snowflake the world begins 
to get cruise-conscious. You see gay travel booklets 
being scanned in the lobby of the Waldorf or over corn- 
beef hash at Childs! Every shoe store this year—big 
or little—wherever it is, is affected by this general urge 
to travel toward the sun. 

Some stores will prepare complete wardrobes of resort 
shoes for customers who go South for an entire season. 
We were thinking of them when we made this big circle 
of “occasion” models to take care of every requirement 
for Southern wear. Almost every store will cater to that 
big section of the public who can afford at least a week- 
end cruise somewhere South, some time between now 
and March. These stores are the ones who are concerned 
with the small circle and its minimum of three models. 

In resort clothes—these points are important. The 
“play” costumes, which figured so prominently last year, 
[TURN TO PAGE 35, PLEASE] 
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OUTER CIRCLE, Left to 
Right. 


Three important spec- 4% “NY ' 
tator types. The san- aie i N, 
dal, in white or bright . WS 
color with broader we 
straps and less expos- Sx, 
ure to the toes than last year's models. The ZG 
sabot-strap, kiltie tongue, one of the new 
“peasant” types, developed in all white, in brown 
and white or blue and white, the two leading 
combinations. A pattern of ghillie origin, stress- 
ing grained leather in natural color. 
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By 
RUTH HARRINGTON 


The late-afternoon or informal 
evening shoe, in white kid, white 
or pastel suede or fabric. 








The evening slipper 

in crepe with fine 

silver stitching, fea- 

turing the anklet 
strap. 


With these three shoes any woman would be 
well outfitted for a short cruise. Left to Right: 


The white buck sports shoe or the white buck and 

calf combination (a copyrighted model) is one of 

the important new variations of the monk. The flat 

ghillie for beach, tennis or deck sports is of burlap 

in natural color. The high-heeled sandal in white 

linen or kid could do duty both for afternoon and 
for cotton evening dresses. 





Wa 1 


The kiltie tongue golf shoe which 
might be all white as well as the 
brown and white combination shown. 
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New Credits 
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To Stimulate Uptrend 





JESSE JONES 
Chairman of The Board 


Reconstruction Finance Corp. 


THE total income distributed to individuals in the 
United States for the year 1935 will probably be about 
$45,000,000,000. In 1927 it reached the high total 
of $85,000,000,000. It dropped to $40,000,000,000 in 
1932 and increased to $42,000,000,000 in 1933. 

Retail purchases come out of income and it is obvi- 
ous that until there is more total income, business will 
not be satisfactory. Restoration of sales to normal 
levels depends primarily on improvement in general 
economic conditions. Retail turn-over is of tremen- 
dous importance because it must increase its uptrend if 
we are to have activity in the heavy or capital goods 
industries. 

Retail merchants understand the principle of turn- 
over. Now an entire economic nation is looking for an 
acceleration of turn-over so that total income distribu- 





tion may be increased.’ A rise of approximately $10,- 
000,000,000 income distribution is needed in the year 
1935. To make that possible, credit must flow into 
business. General expectations are that retail trade will 
continue at approximately 15 per cent higher than 
1933 levels during the remainder of 1934. That rate 
of speed, carried into 1935, will stimulate production 
and distribution and indicate to the world the uptrend 
is most definite. 

On the opposite page you see the letter from Hon. 
Jesse H. Jones, chairman of the board of the Recon- 
struction Finance Corporation. It is an attempt on his 
part to pump credit into the veins of business; to give 
new life and energy to the sluggish body Economic. 
The results desired are two-fold: First, to organize the 
machinery of credit; second, to accelerate the interest 
of banks in extending extra trade accommodations as 
a matter of good business for the bank wishing to pre- 
serve its independence as an instrument of finance in 
the community. 

A most significant paragraph appeared in the Eco- 
nomic Ballot, published in the Boot anpD SHOE ReE- 
CORDER of Nov. 10. The question was asked: “In your 
line of business is there obtainable ample working capi- 
tal—from banks? Yes ( ) No (_); from govern- 
ment agencies? Yes ( ) No(_ ).” The next ques- 
tion was: “In your line of business is there obtainable 
ample investment capital from banks? Yes ( ) 
No (_ ); from government agencies? Yes ( ) No 
( ).” The result of that compilation will be of great 
value in getting the voice of all business men as to 
financial policies believed most likely to speed recovery. 

Progress is being made. The Home Owners Loan 
Corporation announces that it has already disbursed 
$2,000,000,000 and that it has applications pending 
which will take all of the $1,200,000,000 left in the 
fund to refinance mortgages on 650,000 homes. This 
great work has done much to give security to individuals 
who feared that their homes were also lost in the finan- 
cial debacle. Private agencies and local banks must 
now serve to carry on that great work. 

The Federal Housing Administration reports real 
progress in the plan of modernization and remodeling 
homes through housing loans. The modernization plan 
means direct work and direct purchase of goods and 
services translated into wages and purchasing power. 

There are indeed signs of progress and we are learn- 
ing the economic lesson that all businesses are as one; 
all branches on one tree. 
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RECONSTRUCTION FINANCE CORPORATION 
WASHINGTON 


Jesse H. JONES 
CHAIRMAN OF THE BOARD 


Nov. 9, 1934. 


Industrial concerns, eligible to borrow funds from the Reconstruction Finance Corporation for the purpose 


of maintaining and increasing employment, have not yet taken full advantage of the assistance which the Cor- 
poration is prepared to extend. 


Congress provided that such loans might be made to industrial and commercial businesses subject to the 
following requirements: 


. That the business must have been established prior to Jan. 1, 1934. 

. That such loans be adequately secured. 

. That maturity of loan must not exceed five years. 

. That borrower must be solvent at the time of disbursement of the loan. 

. That credit at prevailing bank rates for loans of the character applied for not be 
available at banks. 

. That reasonable assurance of increased or continued employment of labor be given. 

. That the aggregate of such loans to any one borrower made directly or indirectly 
shall not exceed $500,000. 

8. That such other provisions as the Reconstruction Finance Corporation may impose 

be complied with. 


OP wn = 
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The Directors of the Reconstruction Finance Corporation feel that these loans should be made in such a way 
that the available funds can be utilized as fully as possible for the advance of permanent business recovery. 
This objective can be accomplished best if the moneys loaned by the Corporation are used principally to supply 
funds for the payment of labor and the purchase of materials incident to the normal operation of the business, 
rather than for the payment of existing indebtedness, though in exceptional cases a small part of the loan may 
be used for payment of existing debts or for the financing of construction, improvements and/or repairs that 
do not materially increase capacity. When a loan is to be used primarily for labor and materials, a small 
portion of the loan may be applied to these latter purposes when necessary to assure ordinary and efficient 
operation. 


The Corporation will make loans in cooperation with banks, or by the purchase of participations in loans 
made by banks. In cases of national banks, only the bank’s participation in such loans, rather than the full 
amount of the loan, must be within the legal limit which may be loaned to any one customer, and accordingly 
this plan will allow substantially greater credit to be extended through such channels to borrowers who are 
already borrowing up to their legal limit. 


The depression years have left many enterprises in very much involved and weakened positions, but our 
experience has led us to believe that where present creditors ar willing to cooperate by a proper adjustment 
of existing debt structure, many such enterprises may be safely supplied with additional funds that will enable 
continuing operations on a sound basis. 


Accordingly, we suggest to industrial concerns, to which credit at prevailing bank rates for loans of such 
character is not available but which can offer adequate security (even though such security may be frozen and 
therefore not generally acceptable to banks) and which can profitably use additional funds for labor and 
materials, that they communicate with the local loan agency of this Corporation serving the territory in which 
such concerns are located. 


Each Loan Agency of the Corporation will, when requested, assist and advise with applicants in deter- 


mining their eligibility and in the preparation of applications. 


Yours very truly, 





Sr. LOUIS is an extremely important city, not only 
as a manufacturing and wholesale center for shoe, but 
because it is also a wholesale center for the Middle and 
Southwest for drygoods, electric appliances and sup- 
plies, machinery and for the steel, iron and packing 
industries. It is estimated that the total retail trade 
fur this year will be $400,000,000, in this city of 800,- 
000 people. 

Withal a conservative town, business never extremely 
high or extremely low. A town that deserts its busi- 
ness section after the big stores close at 5 p. m. 

Three important department stores, located in a 
right angle, plus a group of chain stores in between, 
cause feminine retail traffic to flow along certain well 
defined paths. Stix, Baer & Fuller, occupying the block 
between Sixth and Seventh Streets on Washington 
Avenue, has the market section to the rear with a 
number of dime chain stores in front. Two blocks due 
South, Famous-Barr holds forth at Sixth and Seventh 
Streets between Olive and Locust. Scruggs, Vander- 
voort & Barney are located in the block two streets west 
of the Famous, thus completing the triangle. 

An outstanding trend in the St. Louis retail shoe 
trade at this writing is the emphasis placed on the ex- 
tremes in prices of women’s pattern shoes. That is, 
the top grades—those selling at $10.00 and up—and 
those selling around the $4.00 mark. Possibly the rea- 
son is that these department stores have recently opened 
special $4.00 departments. 

Another trend is the development of the women’s 
high grade pattern business into a case of a feast or 
a famine. This Fall the selling started in strong with 
the Aug. 15 promotion, but petered out somewhat after 
the first of October. Possibly the extremely warm 


weather had something to do with this, but then again 
it may be a case of the demand being supplied. Women 
buying shoes of this type are, for the most part, pur- 
chasing one pair of shoes at a time, which proves that 
they will be in the market again before the end of 
this month. 
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SIGN POSTS 


Feature shoes selling in the grades from $8.50 up are 
experiencing practically no price sales resistance. They 
are the direct cause of a steady flow of business into 
all the stores featuring them. 

St. Louis sells lots of shoes retailing at $10.50 and 
better. Business in these grades is considerably better 
than in other cities visited in the past few months. In 
talking with various store executives, they all agree 
that shoe business in the top grades has fallen off only 
50 per cent in pairage in St. Louis during the last four 
years. H. E. Jolley, shoe buyer of Scruggs, Vander- 
voort & Barney, told me that a year ago price was the 
first consideration of nearly everyone who entered the 
several shoe departments under his management. Re- 
cently he has been keeping a rather close check on 
what seems to be uppermost in customers’ minds when 
they are buying shoes. He lists them as follows, in 
order of their importance: Purpose (for Street, Even- 
ing wear, Comfort or whatever the purpose may be) ; 
Style and lastly Price. Fit and quality are understood 
to be in the background of all good stores, so do not 
enter into Jolley’s research. 





In spite of all the beating down of prices during the 
past three years, the nationally advertised brands are 
holding up better than the stores’ own private brands, 
both in pairage sales and in creating practically no 
price resistance, as Al Pauly of Stix, Baer & Fuller, 
observed to me. He mentioned, too, that shoes without 
brands, strictly style propositions, are experiencing 
mighty hard going. But, when a buyer can combine 
corrective features with style in his merchandise, he can 
go somewhere. 

As Mr. Pauly sees it, there is not enough concentra- 
tion in the average store’s buying policy. Every store 
has a well defined type of trade. It is the buyer’s job 
to select the lines best suited to fully develop this 
trade. “A buyer cannot have all styles and all lines, 
so he should concentrate on those which will bring 
the most business to his store.” Even with the tre- 
mendous shoe business done in this great department 
store, Mr. Pauly confines his purchases to ten major 
resources whose merchandise accounts for from 80 per 
cent to 90 per cent of the store’s total shoe volume. 

“A store should set aside a certain percentage of its 
buying appropriation for experimenta] purposes. If 
the best price is $6.50, throw out a feeler in trying out 
a line or two at $8.50. See if the market is there. If 
it isn’t, a store can always get its money out of the in- 
vestment.” Which seems like good advice from Mr. 


Pauly. 




















The greatest evil in shoe retailing is the stock room. 
Any shoe buyer who has to have a stock room for re- 
serve stock, can safely assume that he is carrying too 
much stock, reasons Pauly. Furthermore, he believes 
that every shoe stock should be able to stand a rigid 
age analysis; one that will show that a stock never has 
more than 10 per cent on its shelves that is more than 
one year old. There is no better way for a buyer to 
check himself, this keen merchandiser believes, than to 
have the answer to these questions before him at all 
times: What percentage of the stock is over three 
months old? What per cent over six months old? 
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By 
HARRY R. TERHUNE 


What per cent over a year old? Stock to be perfectly 
healthy should be heavier in the selling percentage than 
in the inventory percentage. If not, it is time for im- 
mediate action. 

At the Famous-Barr store, Marcus Rice pointed out 
that there was a slumping off in the sales of women’s 
pattern shoes retailing at $10.50, and an increase in 
sales in this type of shoe at $14.50 and up, also an in- 
crease in the sale of his $4.00 grades. 

Mr. Rice operates in the old fashioned way, that of 
carrying plenty of salable merchandise and of having a 
complete stock at all times. He has found that a com- 
prehensive, well balanced stock, fully complete in re- 
gard to sizes and styles, produces a far better showing 
at the end of the year than a low stock and a low busi- 
ness. This is one store that has no kick coming as to the 
volume of shoe business being done. 

[TURN TO PAGE 42, PLEASE] 





Al Pauly of St. Louis says: "A buyer cannot 


have all styles and all lines, so he should con- 


centrate on those which will bring the most 


business to his store." Intelligent concentration 


is a key to successful retailing, Mr. Pauly adds. 








THE 


EDITOR'S 


Tat great disciple of neighborliness, Franklin D. 
Roosevelt, this week, said: “My program is not fed- 
eralization nor regimentation but instead comnuunity 
rugged individualism. It means,” he declared, “no 
longer the kind of rugged individualism that allows an 
individual to do this, that or the other thing that will 
hurt his neighbors. He is forbidden to do that from 
now on—and it is a mighty good thing. But he is 
going to be encouraged in every known way from the 
national capital and the state capital and the county 
seat to use his individualism so that he and his neigh- 
bors may improve their lot in life.” 

Merchant community interest is on the increase. 
Merchants are conscious of the fact that as individuals 
they can make slow progress, but as a group of men, 
engaged in public service in retail service, they can 
make real economic progress, not only for themselves 
but for their communities. 

This year we have recorded more new local asso- 
ciations than in the entire ten years preceding. 

Groups of shoe merchants feel that they can do a 
better job collectively. A good example is the newly 
formed organization in Dayton, Ohio—revived and re- 
vitalized for the new purpose of collective action. This 
small organization, organized on the principle of the 
New England town meeting, discusses freely and openly 
the problems of the community and agree or disagree 
as to remedies. 

There is no question but what the stimulation of 
the sale of men’s tan shoes was accelerated by the 
community effort of merchants, who, in one week, 
removed all black shoes from the window and 
plugged browns, and thereby brought about a com- 
munity acceptance of brown shoes a full season 
ahead of its promotion by the old, slow, laborious, 
individualistic system. 

Leadership under the community plan means all 
merchants working on an economic idea for profit and 
prestige. The group of merchants engaged in any such 
endeavor need not necessarily be large in numbers for 
there have been excellent accomplishments by mer- 
chants on one street. Particularly is this true when 
the street lends itself to illumination, flags and bunting 
in the promotion of a festival, Many communities do 
« masterly job in this direction for the Christmas period. 

There are other phases of community work needing 
immediate attention. One of the most pressing prob- 
lems is that of the possibility of clerk unionization. 
Believe it or not, but a definite effort is going to be 
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OUTLOOK 


Neighborliness for Merchant Profit 
BY 


hater) leon am 


made by the A. F. of L. for the organization of clerk 
unions. Maybe you read in Business Week the fol- 
lowing: 

“So far the white collar, real or figurative, worn by a 
majority of the retail workers has been a Verdun against 
labor’s assaults. Consciously or unconsciously, retail 
clerks and store workers always have considered the white 
collar the symbol of a fine but real distinction between 
the kind of worker who joins unions and those who 
shouldn’t. 

“Workers who get paid for what they do with their 
muscles are just selling labor and might join unions; 
those who do most of their work with their heads—above 
the collar line—don’t belong in labor unions.” 


The philosophy of unionism must be studied from 
the community viewpoint. If unionization comes it 
will mean peaks and valleys of employment. Clerks 
who are now engaged by the year and who are carried 
over the dull periods in the belief that the store staff 
is benefitted by continuous employment, will discover 
that union work means payment when working and 
non-payment during slack periods. There are dozens 
of other arguments to study—some favorable and some 
unfavorable—but it is obvious to anyone in retailing 
that any machinery of national unionization of clerks 
will fall by the very weight of its inequalities. 

Some communities have made great progress in the 
relationship of employer to employee, largely due to 
the fact that there is an interchange of opinion and 
experience in the small, local meeting. 

We are rapidly approaching the time of the year 
when understandings as to clearance dates should 
be made clear to all the merchants in the commu- 
nity. The length and duration of the clearance 
period can be determined by community interest. 
Certainly, the opening of a new season can be made 
a community project. 

Merchants serve best when they watch the trend of 
purchasing behavior more than they do the tactics of 
competition. 

Thank you, President Roosevelt, for your constant 
emphasis on the words “Be Neighborly.” Much of 
our depression plight has been due to individual sel- 
fishness. Much of our progress will come through the 
new spirit of neighborliness in the community; and 
also let’s remember, within the trade. 
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THE SELBY SHOE COMPANY - PORTSMOUTH, OHIO 
Manufacturers of STYL-EEZ, TRU-POISE and Selby ARCH PRESERVER SHOES 
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@ The new TRU-POISE Shoes have the dash and verve of a 


chic Parisienne, the restraint of the smart New Yorker—and 
a certain charming something that belongs to themselves 
alone. We’ll wager you've never seen anything more strik- 
ingly beautiful than the pastel and bright-tinted buckskins, 
the gay linens, the swagger calfs and pigskins. And we 
know you'll agree that every one of the more conservative 
models hits a new high in fashion. It’s a grand line—we’re 
proud of it— and there should be money in it for you. 


TRU-POISE Shoes have Features 
as well as Fashion 


(1) The exclusive TRU-POISE “cradle heel” seat (which by 
the way is patented) has an instant appeal since the customer 
is conscious of it the moment she walks in the shoes. (2) A 
firm, integral shank which cannot loosen. (3) Freedom from 
inseam ridges after the shoes are worn. (4) In reality a turn 
made right side out. (5) Flexibility and fine finish also add 
vital selling points to every TRU-POISE Shoe. 
e ° e 
Our salesmen are now showing the TRU-POISE line for Spring and Summer, 


1935 — the smartest we have ever presented. A card will bring a salesman 
with complete details, if the TRU -POISE franchise in your city is available. 


A Selby . Shoe 


oe rmeemaner tee 


’ gore cover done in contrast. 
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JANIS— the sandalized effect is beau- . 
tifully carried out in this oxford of 
asymmetric design. ; 


GLENORA—a glove-fitting pump 
with cutouts and ‘perforations has a 


THERESE—the fashion for contrast 


- and cutouts is also emphasized in this _. 


graceful front strap. 


: “ 
TRU-POISE SHOES 


Retail at 


WITH A 46% MARK-UP 
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OTHER 
PEOPLES 





IDEAS 


Field Editor, BOOT AND SHOE RECORDER 


NE hundred and ten house- 

wives were asked this ques- 
tion by Charles R. Strange, of Bing- 
hamton, N. Y.—What do you wear 
in the house mornings?” The an- 
swers were all duly recorded in a 
book. It was found that 104 were 
wearing old run-over pumps, dis- 
carded street shoes, felt slippers all 
out of shape. Some wore their hus- 
bands’ slippers. 

As a result of this questioning, 
Mr. Strange feels that he is in a po- 
sition to say positively to his trade: 
“If you want us to look after your 
feet, you must wear what we sug- 
gest for house shoes.” 

Sometimes he is not -quite as 
blunt as this and works it a bit 
more diplomatically. When a 
woman asks for a certain shoe, say 
a brown suede pump, he first ex- 
amines her feet, and if they are not 
in too good shape, he goes to the 
shelf and gets a good welt tie, ex- 
plaining as he does this that while 
she did not ask for this shoe, he 
wants to try it on so that she may 
get the feel of it. Without any more 
conversation, he takes the shoe off 
and puts on the suede pump origi- 
nally asked for. The oxford is left 
in a neighboring chair. The num- 
ber of times that a double sale is 
made is really remarkable. 


OP: 


+ pomp the past two years some 
ten thousand women have vis- 
ited Pidgeon’s shoe store in Roch- 
ester, N. Y., after store hours to 
listen to a lecture on feet and shoes. 
Here is the method used to get them 
there: 

All women’s church and social 
organizations need money, so the 
Pidgeon store pays the society 
twenty-five cents a head to all who 








Swinging around a two-thousand mile 
circle, with innumerable "side trips” 
en route, Harry R. Terhune, BOOT 
AND SHOE RECORDER Field 
Editor, is studying the latest develop- 
ments in retail shoe merchandising 
in a first-hand survey of six months 
duration. He is interviewing hun- 
dreds of shoe merchants for the 
purpose of finding out how they are 
meeting and solving the problems of 
today. His articles "Sign Posts to 
Progress,’ are appearing weekly in 
the RECORDER. 

Through his famous “O.P.I" de- 
partment, Mr. Terhune has estab- 
lished a veritable clearing house of 
ideas about shoe merchandising, 
shoe store operation, promotion and 
everything that pertains to profit- 
able and successful retailing. 
Through O.P.I. he tells you of 
methods that other merchants have 
used with success in "Getting More 
Shoes Sold Right." The information 
contained in this article is based 
upon interviews with retailers whom 
Mr. Terhune has visited in the 
course of his present journey through 
the Mid-West, South and Southwest. 





meet at his store on a given night. 
These organizations will have from 
one hundred to two hundred mem- 
bers at a meeting. The store man- 
agement gets an accurate count as 
to the number who will attend the 
meeting and hands the check to the 
presiding officer in the presence of 
the assembled gathering. 

More than seventy organizations 
in and around Rochester have made 
application to take advantage of fu- 
ture meetings. 

The major talk is given by Mr. 
Pidgeon himself and is supple- 
mented by the store’s foot doctor, 
who conducts a question and an- 
swer period. The entire sales force 
of the store is introduced individ- 


ually, but under no condition is a 
shoe sold during these meetings. 

Now here is a tip as to the 
method of checking on _ results. 
Every person who attends one of 
these meetings writes her complete 
name and address on a pink file 
card. These cards are immediately 
filled in, with the regular customer 
white purchase card. When a cus- 
tomer makes a purchase, a check is 
made to see if the pink card is in 
the file. During the past year, the 
number of pink cards taken from 
the file have doubled over those 
taken in the preceding year. This 
means that twice as many women 
are now buying shoes at Pidgeon’s 
as a result of these talks. 

All that the store does in giving 
these talks is to supply the lecture 
itself. Club officers arrange for the 
meeting, announce the lecture to 
their members and _ personally 
round up those who attend. 


OPI 
i HEN customers come in 
asking for such a highly spe- 
cialized shoe as ours, and we are 
not able to give them the right size 
immediately, they are very apt to 
stay away for some time,” said 
M. S. McLaughlin, manager of the 
Dr. A. Reed store in Chicago. “A 
customer may wait for a special 
pair to be made, which is out of 
the ordinary,” he continued, “but 
where they sit down to be fitted in 
a regular shoe, they expect to get 
their exact size right then. 
“Sometimes we have a special 
selling, but’ we never advertise or 
start such an event without making 
sure that we have all sizes. Sell 
customers what they wear and do 
not substitute, is a good rule to 
follow. Another one is never 
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Foot Saver doesnt expect 


her to hunt their dealers 


IDENTIFY 


YOUR DEALERS 





IN THIS WAY 


Many manufacturers check 
substitution and increase 
sales by using “Where to Buy 
It”. ..by directing pros- 
pects to authorized dealers. 

Identify your dealers in 
this way. Increase the effec- 
tiveness of your advertising 
...make more sales... keep 
dealers better satisfied. 

American Tel. and Tel. 
Co., Trade Mark Service 
Division; 195 Broadway, 
New York (EXchange 3- 
9800); 311 W. Washington 
St., Chicago (OF Ficial 9300). 


So now they enable their dealers to 
identify themselves in this easy way 


There are, no doubt, many women 
who want Foot Saver Shoes but who 
visit the wrong dealer and are sold 
another brand. 

To prevent this The Julian and Ko- 
kenge Co., manufacturers of Foot Saver 
Shoes, have incorporated “Where to Buy 
It” dealer identification service in the 
1935 Advertising Plan now being pre- 
sented to their dealers. 

The manufacturers list their trade 
mark in the classified telephone book. 
Below this the dealer lists his name. 
Thus, women simply look for the brand 
name and are directed to the local dealer. 

The Classified Directory is 
used by more than 85% of tele- 
phone subscribers...is on the 
job 24 hours a day, 365 days 





a year. It gets results... increases sales. 

Authorized Foot Saver dealers are 
urged to ask The Julian and Kokenge 
Co. salesman about the plan. 





1" 
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charge a customer for adjustments, 
that is for the wear they have had 
on a pair of worn shoes. That way 
of doing business seems just like 
petty larceny to me and the dollar 
or so that a store takes from a cus- 
tomer never builds business. 
“Plenty of sizes at all times, ex- 
pert fitting service, and a liberal 
adjustment policy for the few com- 
plaints which are bound to arise in 
any store, will go a long way in 
making and holding customers.” 


OF! 


T is the extra things here and the 
extra business picked up there 
which tend in a large measure to- 
ward making the extra profits in 
the course of a year. So a visit to 


the “Rube” Metz shoe store for — 


men, right in the heart of things in 
Chicago, revealed. 

“Rube” has always taken an in- 
terest in things of an athletic na- 
ture, although he has not lost any 
tonnage in so doing. For several 
years he has been a boxing judge 
of the Illinois State Athletic Com- 
mission, a position which brought 
him prominence from the press and 
personal contact. 

In an individual men’s shoe 
store, windows, direct mail and per- 
sonal contact are about the only ad- 
vertising media a store can use, as 
the advertising rates of the big city 
newspapers do not give the small 
store a chance of using their space. 
So the Metz store bears down hard 
on putting in good, attractive win- 
dows which have a strong sales 
punch. 

For many years this store has 
done a remarkable business in 
bowling shoes, selling them in ‘all 
parts of the country at retail. Then 
there are such specialties as shoes 
for boxing, golf, tennis and gym 
work which receive special at- 
tention. 

A good men’s slipper business is 
maintained the year round, with 
some real selling during the holi- 
day season. Metz finds an increas- 
ing number of women who buy 
their Christmas slippers in men’s 
shoe stores. But with all the side 
lines mentioned, this store does not 
forget that its main job is the sell- 
ing of shoes, and a right smart busi- 
ness is done here, no foolin’. 





HARRY R. TERHUNE 
Field Editor 
BOOT AND SHOE RECORDER 


eer 90 per cent of the custom- 
ers who walk out of the Chas. A. 
Stevens & Co. shoe department, 
Chicago, subsequently return to 
buy the shoes shown them. Not 
very many people walk in the 
course of a day, but three or four 
at the most do not make up their 
minds to purchase at the first sit- 
ting. That record of the great per- 
centage which do return is a real 
tribute to the tact and salesmanship 
of Stevens’ shoe fitters. 

People do not return to buy 
$13.50 shoes—and that is the aver- 
age price of shoes in this fine Chi- 
cago store—unless they are thor- 
oughly convinced that the merchan- 
dise is well worth the money and 
that they will be pleased with their 
purchase. It takes salesmanship to 
cause them to return to the man 
who originally served them in the 
first place. 

A checking system which records 
all transactions is kept in this shoe 
department. The floor man marks 
an “X” for a sale and an “O” for 
missed sale. This record is posted 
each day. The management knows 
that all men will have bad days and 
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even bad streaks, so the general 
average over a period is studied. 
No prizes are offered and no con- 
test is ever waged on sales, but the 
men on the floor are so interested 
in their job, that they are most 
happy when they are able to have 
an “OQ” changed to an “X.” 


OPI 


N the great Cutler shoe store in 

Chicago, they have originated 
two very good ways of handling the 
big crowds which pour into their 
store on busy days. 

A movable steel fixture which has 
two sets of rods, capable of hold- 
ing seven single shoes on each set, 
is filled with different models of 
one type of footwear. As this fix- 
ture is only a couple of feet high, 
salesmen can take it right to the 
customer and ask her to pick out 
the particular style of shoe which 
interests her. 

Suppose she says that she is in- 
terested in a low heel, rough leather 
oxford. Or it may be an evening 
slipper or again high heel ties. 
Whatever it is, the salesman sets 
fourteen styles in front of her. The 
fixture has a sign reading, “This 
selection shelf saves time for YOU. 
Simply tell the salesman which 
Style you want.” 

In this way a man can wait on 
two or three customers during the 
rush hours with comparative ease. 

All customers are waited on in 
turn. Floormen note the number of 
the seat taken by customers, then 
call that number to the next man 
who is “up.” This wall sign tells 
the story to the public, “Kindly 
keep your original seat. The usher 
has noted its number. You will be 
promptly served in turn.” 


OP | 


" D aac are nine pairs of size 8 
quads, and she said they all 
fitted. Price was all right. Type 
of shoes pleased her. But she said 
that she wanted a day or two to 
think it over.” Scene in Knapp & 
Smith shoe store in Springfield, III. 
And to prove he actually had the 
nine pairs in question, Smith ar- 
ranged them over his arm, remark- 
ing as he did it, “No wonder shoe 
men get gray young.” 






























“Over 50 Years of Quality 
Shoemaking” is behind every 
pair, says Thompson Bros. Shoe 
Co., of Brockton, Mass. Crafts- 
manship and Quality are not 
just happenstances! The tech- 
nique of knowing how comes 
with experience, plus fidelity of 
careful management. And, the 
selection of excellent materials 
that shall serve to safeguard 
the good name of the manufac- 
turer and his brand! Jack Jetta 
Calf is made to conform to 
high quality standards by 
skilled craftsmen from the soak- 
ing of selected skins on thru 
to their finishing. In shoes on 
which you depend for satisfied 
customers and repeat sales, Jack 


Jetta Calf will serve you well. 
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WORLD’S FINEST BLACK CALF 


The Fineness of Jack Jetta is 
reflected in its fine grain and 
its tight break. In the trim and 
at the fitting stool it has eye- 
appeal due to its rich finish 
and its quality-look. Its mellow 
quality insures comfort during 
the wear-test of long service. 
The adaptability and full cut- 
ting area of Jack Jetta meet 
the requirements of the me- 
dium and fine grades of men’s 
It is “The World’s 
Finest Black Calf.” The shoe 
illustrated is made of Ohio’s 
Gun Metal (Jack Jetta) Calf, 
Custom Last, Single Sole, 


footwear. 












8/8 Heel, to retail at $9.00, 
Thompson Bros. Shoe Co., 
Brockton, Mass. Catalog of 


49 styles sent on request. 






3} ° 
j : 
° 





SERVICE 





iw FINE CALF LEATHERS 
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WINDOWS 
FOR 


Slipper Time 


ALL the time is slipper time, according to the ex- 
perience of many of the more enterprising shoe stores 
and shoe departments scattered across the country. In 
such stores it has been established beyond dispute that 
intelligent promotion of leisure footwear, including 
slippers to be worn in hours of rest and relaxation, can 
produce a profitable year-around business on these im- 
portant shoe store items. 

Nevertheless, there are certain seasons of the year 
when slippers come in for special consideration, when 
they are more in the minds of the buying public and 
when intensive sales effort through advertising, window 
displays and suggestive selling can contribute, even 
more effectively than at other times, to swell the 
volume of slipper sales at retail. The period between 
now and Christmas undoubtedly marks one of these 
peak periods in slipper interest, and it is a season in 
which every retail shoe store should be particularly 
aggressive in playing up this profitable class of mer- 
chandise. 

Slippers are especially seasonable at this period 
because it is a time in which they are coming into 
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Slipper Time is all the time 
if the shoe store's on the 
alert. But December and 
the holiday period is a 
season for extra promotion 
in every shoe store to speed 
up slipper selling 


wider use. Long winter evenings tempt people to 
spend leisure hours at home and to want the sort of 
apparel and footwear in which they can relax com- 
fortably. That means increased demand for boudoir 
slippers for women and house slippers for men. Those 
same winter evenings provide the opportunity for more 
social activity, more indulgence in dancing and other 
forms of social activity in which formal evening slip- 
pers are a necessity. So from whatever angle you may 
choose to look at the slipper picture, this is the time 
when you are warranted in looking for a natural 
increase in consumer demand. A certain amount of 
this business will come to you without the slightest 
effort on your part. But, since the demand exists and 


R. H. MACY & CO. .... 
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. BLOOMINGDALE BROS., INC. 


the market is there, it would be just plain neglect of 
opportunity not to cultivate it. 

Aside from the fact that this is a natural season of 
the year for increased slipper sales, there is also the 
Christmas trade to be considered. Slippers are tradi- 
tional items of merchandise for Christmas giving. 
That was so even in the days when they were more or 
less a staple class of merchandise, designed for comfort 
but lacking in the elements of beauty and fashion 
appeal that now make them so fascinating and attrac- 
tive when considered in the light of gift merchandise. 
Because there is such a rich variety of colorful designs 
and patterns in the slipper field today, and because 

[TURN TO PAGE 42, PLEASE | 










Boudoir slippers for women 
and house slippers for men 
are in the foreground of the 
December picture for Christ- 
mas selling. Evening slippers 
will be in demand for holiday 
festivities. So slippers 
should have a prominent 
place in next month's window 
promotions. 
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Foot Pals 
Trot FOr Men mare : 


The model illustrated is carried in stock as No. 284 
in B, C, D, and E widths. Made on the popular 
Royal last .. combining style and comfort to a re- 
markable degree . . by Wall-Streeter Shoe Co., 
North Adams. Mass. 
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| than just tylish 


Yes sir, Foot Pals are real pals! They are the kind a man likes to be seen with— 


— 





but, better yet, he likes the way they get “pally” with his feet. Nothing in their 





sleek lines gives the slightest hint of the excellent corrective features which make 
: them such wonderful shoes to wear. 


Another factor, adding to their comfort as well as their correct styling, is the 


Evans Kid Leather of which they are fashioned. The shoe illustrated is of Ruby 





{ Black } Kid, a famous Evans tannage. Evans Kid Leathers contribute a thorough- 





bred touch to any shoe. And their rich, durable surface stands up surprisingly 
under the hardest wear. John R. Evans & Company;Camden, New Jersey. 









DEFINITE 





SALES INFLUENCE 
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St. Louis Shoe Display Convenient 
for Retail Merchants 


Time and Place Considered Ideal for Buyers from All Sections 
Who Are Interested in Sound Merchandise and Profits in 1935 


THERE are several significant considerations that 
make the time and place appointed for the Fourth 
National Shoe Display of the National Boot and Shoe 
Manufacturers Association, Jan. 7 to 10, 1935, at 
St. Louis, a particularly happy choice, in the opinion of 
officers and directors of the Association. And their 
opinion in this regard is apparently confirmed by the 
enthusiastic interest shown by shoe manufacturers in 
general, who are signing up in large numbers for ex- 
hibition space. Signed applications numbering 211, 
accompanied by checks, have already been received at 
Association headquarters in the Chrysler Building, 
New York, and of this number, 62 have come in since 
the announcement last month that the Shugg convention 
and style show plan was inoperative. 

The consensus of opinion of a majority of observers 
of business conditions at this time warrants the expec- 
tation that a gradual but sustained rise in business ac- 
tivity may be looked for in the early months of 1935. 
Most business men are basing their plans for the first 
half of the coming year upon that expectation. In view 
of this fact it is believed that shoe merchants who have 
not felt prepared up to this time to anticipate fully their 
merchandise requirements for Spring and early Sum- 
mer will be ready by January to give careful considera- 
tion to this problem. They will wish to have the latest 
information about style trends, price levels and par- 
ticularly about the types of merchandise available in 
the market which offer possibilities for sound, construc- 
tive business building in the period of expansion and 
recovery to which they now look forward. 

The National Shoe Display at St. Louis offers shoe 
merchants the opportunity to inspect new leathers, and 
last and pattern styles, in the finished products of a 
large number of exhibitors; and all of this information 
will be had readily and at first hand from the manu- 
facturers represented. The lines of shoes to be shown 
at St. Louis will be selected largely from the standpoint 
of their appeal to the important class of retailers who 
believe that the formula of successful operation in the 
period immediately ahead is based largely on sound 
merchandise selection as the foundation of a profitable 
merchandising structure. 

St. Louis is regarded as an ideal place for holding 
the National Shoe Display in 1935, because of its easy 
accessibility for merchants from all sections of the 
country. Located mid-way between the Atlantic sea- 


board and the Pacific Coast, it is a central point that 
can be easily reached from any locality without too 
great an expenditure of time or money. The railroad 
facilities are excellent, splendid highways radiate in all 
directions and St. Louis is an important center on trans- 
continental air lines. The railways will cooperate 
liberally by making special reduced rate fares available 
to all who attend. 


By reason of its location, the National Shoe Display 
will be particularly convenient this year for merchants 
from the Mid-Western states, from Texas, Oklahoma 
and the Southwest, as well as from Tennessee, Kentucky 
and the Southeast. An unusually large attendance from 
these localities is anticipated, not only on account of 
their proximity, but also because the regions round- 
about include some of those states that have experienced 
the most noteworthy improvement in business during 
recent months. Reports from the Southeast and the 
regions affected by the vast Tennessee Valley develop- 
ment, as well as from Texas, have been especially 
gratifying and optimistic. Merchants from these sec- 
tions will be in the market for more shoes than they 
have bought in many seasons. They will be interested 
in better grades of merchandise and a wider assortment 
of shoes for various needs and occasions. The National 
Shoe Display in St. Louis will offer a made-to-order 
opportunity for them to discover what is available in 
various lines and from different markets, at a great 
saving of time and expense. 

The National Boot and Shoe Manufacturers Associa- 
tion, sponsoring the National Shoe Display in St. Louis, 
is firmly convinced from experience of former years 
that the retailers and buyers who visit St. Louis in 
January will come with one primary purpose, namely 
to derive first hand information about merchandise 
which will help them to expand their business. The 
Show has been planned with that thought uppermost in 
mind. Whether a retailer can spend one day or four 
days in St. Louis, he will find it easy to contact the 
manufacturers’ representatives whom he wishes to see, 
and there will be no distracting elements to waste his 
time. 

The purpose of the National Shoe Display is to make 
it easy for every shoe merchant and buyer to gain a 
clear picture of the merchandise situation and prepare 
for a profitable 1935. 











+ 
a 





HE PONDOULUM 
SWINGS TO 


SE LAY A et | 


con requently (i ee ed 


; . Y, 
LVICTEQILN GY (190 of 


The steadily mounting consumption of Colonial 
Patent has not been based) on price—because 
Colonial Patent is not a cheap leather. Rather it 
is an indication of the returning desire to make 


and buy shoes of real worth and quality. 


As the demand for better quality increases so the 
sales of Colonial Patent keep step, because — 
Colonial is widely recognized as a superior patent 


leather, 


fh Chal Via patent can be 


COLONIAL TANNING COMPANY 
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With W inter here. fashion ’s footsteps again turn toward Raynshu-Ties, 


the protective footwear that annually leads the style parade. This year's 
distinctive models are both practical and good-looking. The fur cuffs 


(correct for morning and afternoon, as well as evening) are waterproofed. 





Raynshu-Ties, fur trimmed or plain, are styled for every feminine mood 


Opera 


and occasion. Smart women everywhere are selecting several pairs. See 






them in the better stores of every important town and city. 


Cambridge Rubber Company .. . Boston, New York, Chicago. 
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He Invents New Ways 


[CONTINUED FROM PAGE 15] 


surrounded him with a competent crew 
of shoemen, furnished him with a com- 
plete shoe stock, and quit worrying 
about the outcome of this store. 

What a bag of tricks this Kay fellow 
has up his sleeve! It is strongly sus- 
pected that he is still concealing a few 
rabbits, a guinea pig or so and maybe 
a few ostriches for future shows. 

In the first place, Kay spends a lot 
of time doping out strong-selling win- 
dow settings with the boy detailed to 
look after the window job. He has 
proved that things can be said about 
shoes and a store service in small win- 
dow cards that people won’t think of 
unless they are called to their attention 
in such a manner. 

In the window illustrated are three 
price groups, namely, $5.50, $6.50 and 
$8.50. The entire display is built 
around brown shoes for Fall. The 
seven small cards each tell a story about 
either the shoes or the accessories dis- 
played. The idea behind all this is that 
windows should tell as much about the 
goods as possible, plus that something 
extra of an interesting nature which 
will catch the attention of the onlooker. 
This window conveys two thoughts: 
that the store is promoting a new Fall 
color and that there are three prices, 
with plenty of shoes in each group. 

Now to go inside the store. To the 
immediate right is a two-chair shine 
stand presided over by two expert ar- 
tists who are well skilled in the science 
of preserving shoe leather. All patrons 
of the store are urged to have their 
shoes treated by these experts without 
charge. 

That, however, is a common practice 
in many stores. And here is the plus 
idea that goes with it: Directly across 
the store from the shine case is a good- 
sized glass-front bookcase fixture. In 
the top is a display of ties and socks. 
In the glass front compartments un- 
derneath are pairs of smartly groomed, 
worn shoes setting on trees awaiting 
the pleasure of their owners. Each pair 


of shoes is properly labeled with the 
owner’s name. Here we have the old 
shaving-mug barber shop custom, mod- 
ernized and adapted to shoe store use. 

Many of Kay’s customers have at 
least two pairs of shoes ready and 
waiting for them at all times. It makes 
no difference what make of shoe starts 
the collection, but it is safe to assume 
that in a very short time all the shoes 
in the case will be from the stock in the 
store. It is no uncommon sight to see 
anywhere from two to six men in the 
store at one time changing their shoes. 
Even in a city as large as Chicago, 
this store has the free and friendly 
atmosphere of a small town. Customers 
do not bother salesmen to get their 
shoes, but take pride in knowing where 
their own are located. 

There are even new angles in pack- 
ing shoes. White shoes and sport shoes 


are always packed in a white cotton* 


sock. As for the feature shoes carried 
by the store, they are packed in a 
green cloth bag. As a salesman puts 
these shoes in the bag before wrapping 
them in paper, the customer thinks he 
is being sold something. When he 
finds that it is the store’s custom of 
packing shoes in this way, he always 
voices his appreciation. 

The real reason back of putting these 
shoes in a bag, according to Pat Kay, 
is that when a customer gets home he 
feels that the store values the shoes 
more than just a pair of shoes, and so 
his appreciation of them increases in 
proportion. 
formerly just kicked off their shoes into 
a closet, while now they keep them 
carefully in tne bags. When a man 
does that to his shoes, he is bound to 
remember where he got them, and the 
kind and type of service they are giv- 
ing him. 

This store does a corking good job 
in shoe trees. A short while ago one 
of the small windows in the Palmer 
House Arcade was given over to a full 
display of shoe trees. Then to carry 





SHINE 


Please use it. 


Bostonians » 





This card is given to you so that you may have continual satis- 
faction in comfort and appearance as you wear your shoes. 


Fine leather should have careful treatment with saddle soap 
to preserve its softness and beauty of finish. 


We are therefore happy to give you this additional service. 


H. A. MEYER SHOE CO. 


23 East Monroe Street, Palmer House 


and » 


CARD 


Foot Savers 
(OVER) 








A free shine service is an important factor in building good will for H. A. 
Meyer Shoe Co., Chicago. 


Many men tell how they . 
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the shoe tree selling through, a pair 
of trees was kept under every chair 
in the store. As soon as a salesman 
removed a customer’s shoes, he would 
slip a shoe tree in the old shoes, before 
starting to fit. This was done without 
comment on the salesman’s part. Of 
course, after the customer opened the 
conversation on trees, the salesman al- 
ways followed through. 

There are always plenty of shoes and 
accessories around the store on open 
display, where customers can handle— 
and buy. Kay says it is surprising to 
find the number of men who like to buy 
their own socks and ties. He says that 
this is especially true of ties, for men 
seldom get a chance to exercise their 
own taste in this line. He has discov- 
ered that there are two kinds of neck- 
ties—the kind that women like to buy 
for presents and the kind that men like 
to wear themselves. It is unnecessary 
to state that he carries only the one 
kind here, the kind that men like to 
buy for themselves. A special envel- 
ope, just the shape of a tie, that a man 
can slip into his inside pocket, is an- 
other example of the store’s unique 
method of packaging. 


Southern Promotions 
[CONTINUED FROM PAGE 17] 


will be strongly featured again. Shorts, 
slacks, simple sports dresses, all calling 
for low-heeled, knock-about shoes. To 
this list this year is added the “Culotte” 
or divided skirt, a costume with the 
freedom of shorts, but with a little 
more dignity and much greater becom- 
ingness to the average feminine figure. 

This is the reason why peasant de- 
sign motifs are important in Southern 
footwear. It explains why variations 
of the monk shoe are so significant in 
patterns. Many of the new costume 
materials, influenced by peasant fash- 
ions, are in natural colors or have 
“unbleached” backgrounds, calling for 
natural-colored or bright-colored shoes 
in fabrics or novelty leathers. 

In evening costumes for the South, 
the newest silhouette is the picture 
frock with its full spreading skirts, 
charming expressed in crisp cottons 
and light silks. Very large flower 
prints in very brilliant colors are an- 
other Southern evening fashion. In 
evening slippers style leaders will pro- 
mote the three newest patterns—the 
anklet, the laced Cothurne and the 
open-shank monk. Low-heeled evening 
shoes are another high-style item. 

Metallic trimming will be important 
again—metallic stitching—tiny span- 
gles on slippers, carrying on this Win- 
ter’s vogue for gold and silver in 
lighter, finer treatments. 

White, as always, leads, in costumes 
as in shoes. Both bright brown and 
white and navy blue and white will be 
featured in combination shoes. Pastels 
in costumes are the dusty tones, often 
combined with dark shades. Bright 


colors are brighter than ever. The new 


note is the “peasant” influence, seen in 
the use of warm primitive colors 
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If is: Our Idea 
that exquisite footweer 
is the product not alone 
of impeccable styling 
bet also of fine crafts~ 
manship, And this is 
reflected in Frank 
Beothers’ shoes through 
besuty thet is Sui/t in 
not added on, 


Frank Brothers 


588 FIFTH AVENUE | 
Bet. gzth and 4éth Streets | 














The Master 


Bar Bootmaker's Touch i 


++ -18 never more welcome 
thah when you wear a reptile 
shoe. The Slater collection has 
many lizard and alligator 
models this season, designed 
for town and counigy, And all_ 
are os comforiable io wear us 
they are smart in appearance. 



































BOOT AND SHOE 
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| Regeler $10.50 value ie this Town$ 
5 . Trotter oxford of black or brown 

swede. piped in scintillent bidskin. 


. 


Truly Exquisite Shoes, 
like all beautiful objects, 
require time for their pro~ 
duction. Thusit is that the 
beauty in Frank Brothers 
footwear must be more 
than the immediate prod- 
uct ‘of a, stylist’s imagi- 
netion . . . it is perma- 
nently buff im—not just 
added en} 


Frauk Brothers 


588 FIFTH AVENUE 
Between 47th and 48th Streets 



























WINTER FLATS 


© We gave-you Sandal 
Flats for Fall.... And 
now for Winter we give 
you the smart. side- 
lacing Oxford Flats. 
Of treebark calf, 
with plain calf trim; 
black or brown, 11.75 
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FLATTERY 





When such a shapely Pp 
flaunts such a chic bev, te 
result is devastating. In Vel- 
veta suede and other Fall ma- 


terials. Th 
bow hasia sil. 9-75 





| ALFRED } RUBY | 


76 E. Madison 





(near Michigan) 











more, 

Fifties,” models designed for 
discriminating women et the 
lowest price in Slater's history. 
$8.50 
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PEDEMODE 
Feuinint Footstar 


JULIVS GROSSMAN SHots 


FIFTH AVE &36+h ST. NewYork 


S51. FULTON ST opploesers Btn. ; 
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dose PO - 
WOMEN’S 
SHOES 


3.95 
reg. $5 


Clever strap models 
together with walking 
and semi dress ox- 
fords and opera 
pumps. Heels to suit 
every taste. Sizes from 
4 to 9 and widths AA 
to’ D. Fourth Floor. 
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RETAIL shoe advertising in newspapers the country 
over is on the increase, with the rising curve of retail 
sales and the steady improvement that is taking place 
in the condition of retail business. Advertising budgets, 
sharply curtailed to meet the necessities of the past few 
years, are now being expanded, in the proportion that 
more money is available for sales promotion and the 
expectation of increased business warrants the expendi- 
ture. Both the volume and the quality of retail adver- 
tising reflects the changed conditions. 

Many retailers, particularly the larger stores, are run- 
ning bigger space ads, as well as more frequent inser- 
tions. In Chicago, full page retail shoe ads in color 
have recently appeared in week-day editions. Specialty 
shoe stores, department stores and clothing and apparel 
shops that sell shoes are making more generous use of 
newspaper space and at the same time improving the 
appearance and attractiveness of their advertising. 

There are a lot of shoe stores, however, that are not 
in a position to jump into big space in the newspapers 
at this time, and for them the question of what to do 
about advertising is becoming an acute problem. They 
sell shoes in competition with the department stores and 
the larger shoe stores that are telling the world through 
the pages of every edition of every newspaper their story 
of style, quality, fitting and special features of shoe 
construction. If they fail to advertise, they are doomed 
to lose a certain amount of their business to these big, 
bold space users. If they advertise ineffectively, they 
are spending their money to no good purpose. 

The stores that are confronted with this particular 
problem of how to advertise in newspapers fall into two 
broad classes. One group consists of the smaller com- 
munity or suburban stores for whom, generally speaking, 
use of the big city papers is out of the question. Since 
they serve a neighborhood patronage, most of the cir- 
culation they would be obliged to pay for would be 
wasted. Their advertising problem calls for special con- 
sideration and will be taken up in a future article in an 
early issue of the RECORDER. 

At this time the immediate problem under considera- 
tion is that of another group of stores that find themselves 
at a serious disadvantage in competition with department 
stores and big retail shoe firms, whose advertisements 
now tend to dominate the papers. This class of shoe 
retailer does not consist entirely of small stores, by any 
means. Many of them are stores that have been steady 
advertisers, and whose advertisements have held promi- 
nent place in newspapers of city-wide circulation. But 
they have been for the most part conservative advertisers. 
They have not carried big broadsides or resorted to bold 
or striking innovations in illustration, copy or layout. 
Their advertising has served the purpose for which it 
was intended in the past. Today, however, it is being 
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Skill in Handling of Small Space Shoe Ads 
Can Sometimes Conquer the Strength of 
Big, Bold Display—and Help Solve an 
Acute Publicity Problem for Many a Store 


or has been overshadowed by the big space of the volume 
shoe stores, the department stores and the large apparel 
establishments. They could not use the same sort of 
advertising and be consistent with their policy and tradi- 
tions; they cannot afford not to advertise at all. 
Confronted with such a situation, many shoe stores, 
including some very prominent ones, have turned their 
attention seriously to the effective use of small space 
newspaper advertising. That small ads can be used 
effectively, and in such a manner as to produce excellent 
results, has been demonstrated over and over again. The 
small ads have certain advantages, inherent in them- 
selves. Because of their small dimensions, the common 
newspaper make-up practice of pyramiding the ads on 
a page, according to size, tends to give the small space 
advertiser a favorable break in position. Where this 
make-up is followed, the small ads usually land at or 
near the top of the page and they usually fall on a page 
with reading. Sometimes the advertiser pays a special 
rate and gets them on a particular local news page, or 
some other page that gives him a special advantage. 


THE layout must be handled differently to make small 
space ads striking in appearance, so that they will attract 
attention notwithstanding the fact that they occupy less 
space. Bold type and bold border rules are sometimes 
used to accomplish this purpose. Note the effectiveness 
of the black drapery border on the J & J Slater ads 
reproduced herewith, as well as the pleasing effect of the 
bold, modern type and the illustration of a single shoe. 
And the striking effect of the classic pedestal, supporting 
a single shoe, in the Frank Brothers ads. 

Small ads have another important advantage, in that 
they can be used more frequently, thus keeping the name 
and selling message of the store constantly before the 
newspaper reading public. A number of New York 
stores are now following the practice of using a number 
of these ads in the same issue, scattering them through 
the paper so that they appear on different pages. This 
gives an opportunity to show a number of shoes, and to 
have the store’s name and message appear repeatedly, so 
the casual reader can hardly fail to see at least one of 
the ads. 

If you serve a city-wide clientele and your occasional 
advertising hasn’t been producing the results you ex- 
pected, or if your volume of business doesn’t warrant use 
of large scale newspaper advertising small ads may be 
the answer. 
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$6. 5 0. right in the hot volume spot for 


quality shoes, Walk-Over retailers now have the 
golden opportunity that they have long wanted. 
Their customers can, next Spring, wear shoes of 
the workmanship, fit and style so many have 
openly declared were their first and only prefer- 


ence, “but I just can’t afford them any more.” 


A Complete New Line 


This $6.50 line includes a variety of Dress, Walk- 
ing and Sport types, all heights of heels, and a 
full range of leathers including Kid, Calf, Patent, 
Fabric, Crushed Kid, Crushed Pig, Neo-Pig, 
Crushed Levant, Sport Calf, Velbuck and Bucko. 
The broad scope of the line, the sparkling new 
patterns and the superior workmanship are testi- 
mony to the definite entrance of the Geo. E. Keith 


Company into the $6.50 women’s retail field. 


For All Walk-Over Retailers 1935 is the Year of Years for PROFITS! 





Backed by a new and forceful national adver- 


tising campaign, supplemented by a strong tie- 
in of dealer helps, “Walk-Overs at $6.50” will 
sweep the country. For the benefit of retailers in 
the West, prices quoted in magazines are qualified 


by the phrase “Prices slightly higher West.” 


* * * 
In addition to the $6.50 line —Walk-Over 
again presents an outstanding line to retail 
at $8.50, featuring the all-conquering 1935 
CABANA. Also a strong showing of new lasts 
and patterns with the Main Spring* Arch, and 


new emphasis on De Luxe grade. RES. U. 8. PAT. OFF 


OVER 





KEITH COMPANY, 
BROCKTON, MASS. 


GEO. E. 
CAMPELLO, 








When writing advertisers please mention Boct and Shce Recorder 
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National Shoe 


CONVENTION NEWS 





Retailers to Attend 


N.S.R.A. Convention 


Lee Baker, 
Baker Brothers, 
Brockton, Mass. 


Jacob Davis, 
Kresge Dept. Store, 
Newark, N. J. 


Dan M. Haney, 
Haney's Shoe Store, 
Lincoln, Neb. 


J. Jay Jaffee, 
Harzfeld's, Inc., 
Kansas City, Mo. 


Frank A. Monaghan, 
The Boot Shop, 
Middletown, N. Y. 


John O'Connor, 
O'Connor & Goldberg, 
Chicago, Ill. 


Max Polickoff, 
Anderson, S. C. 


Herman Rich, 
Rich's Shoe Company, 
Birmingham, Ala. 
H. Schonfield, 
Stewart's Shee Store, 
Savannah, Ga. 


|. P. Pearlman, 
Sterling Shoe Company, 
Providence, R. |. 


Samuel S. Laufer, 
The Brockton Shoe Company, 
Buffalo, N. Y. 


A. N. Foster, 
Campbell-Hathaway Co., 
Uniontown, Pa. 

W. S. Acker, 
Acker's Walk-Over Shop, 
Troy, N. Y. 

C. C. Martin, 

W. G. Simmons Corp., 
Hartford, Conn. 
Nathan Hack, 
Hack Shoe Company, 
Detroit, Mich. 

H. T. Sugenthaler, 
Mansfield, Ohio 
M. Martin Janis, 
Janis Jays Shoes, Inc., 
Buffalo, N. Y. 

W. M. Ayres, 
Ayres & Harwood, 
Huntington, W. Va. 
Fred B. Kohler, 
Rodes-Rapier Company, 
Starks Building, 
Louisville, Ky. 


| 





INVITATION— 
To Every Retailer Association 


: mr National Shoe Retailers Association extends to every city, State, and 

Regional Association an invitation to attend and participate in the 24th 
annual N.S.R.A. Shoe and Convention Week, to be held at Headquarters 
Hotels Commodore and Biltmore, in New York City—“The Isle of Inspira- 
tion”—January 6, 7, 8, 9, 10, 1935. 


We hereby formally invite the following associations of shoe retailers to 
take part in the meetings, open forums, and discussions of the National 
Shoe Retailers Association Convention for 1935. 


Nashville Shoe Retailers Ass'n. 

Nebraska Shoe Retailers Ass'n. 

Northwest Shoe Retailers Ass'n. 

New York State Shoe Retailers Ass'n. 

Ohio Retail Shoe Dealers Ass'n. 

Pacific Northwest Shoe Retailers Ass'n. 

Pittsburgh Shoe Retailers Ass'n. 

Portland Chapter, Pacific Northwest Shoe 
Retailers Ass'n. 

Racine Retail Shoe Group. 


Bloomington Retail Shoe Dealers Ass'n. 
Buffalo Shoe Retailers Association. 
California Shoe Retailers Ass'n. 
Cincinnati Shoe Men's Ass'n. 

The Dayton Shoe Retailers Club. 
Denver Shoe Retailers Ass'n.’ 

Des Moines Shoe Dealers Ass'n. 

Detroit Retail Shoe Dealers Ass'n. 
Illinois Shoe Retailers Ass'n. 

Kansas City Shoe Retailers Ass'n. 

Los Angeles Shoe Retailers Ass'n. San Diego Shoe Retailers Ass'n. 
Louisville Shoe Dealers Ass'n. San Francisco Shoe Retailers Ass'n. 
Michigan Retail Shoe Dealers Ass'n. Schenectady Shoe Retailers Ass'n. 
Middle Atlantic Shoe Retailers Ass'n. Wi in Shoe Retailers Ass'n. 
Milwaukee Shoe Retailers Ass'n. York Shoe Retailers Ass'n. 





The above organizations are cooperating closely with the N.S.R.A. in its 
various activities. Other groups of shoe merchants, recently organized, or 
in existence but not in active contact with the national association, are also 
cordially invited to participate. : 


During the past year we have received considerable assistance from city, 
State and Regional shoe retailer associations throughout the country in 
presenting issues of importance to the retailers of America. These associa- 
tions, some of which are directly affiliated with the National Shoe Retailers 
Association, have aided the N.S.R.A. in protesting the Government distribu- 
tion of shoes made from drought hides. They also aided the N.S.R.A. in 
the setting of the date for the commencement of Fall shoe sales. 


In the past they have taken active part in the annual Shoe and Convention 
Week, and this year we extend to them the courtesies and considerations 
that they have received in the past, and which they so richly deserve after a 
strenuous year of service to the shoe retailers of America. We eagerly await 
the arrival of these organizations in New York City where they will take part 
in the 24th annual convention of the National Shoe Retailers Association. 

M. A. MITTELMAN, 
President N.S.R.A. 





Come to National Shoe and Convention Week—New York City 
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Retailers Association 


Convention Center For Retailers 
3022 Empire State Building, New York 
JOHN J. HOLDEN, Manager 





N.S.R.A. Convenes for 5 Days Retailers Coming to 
“Isle of Inspiration” 


to Plan for Better Business in 1935 os one 


NATIONAL SHOE AND CONVENTION WEEK will take the philosophies To oe ne 
of shoe merchandising for 1934, test them with the calipers of good judg- 

ment and the measuring rule of good quality, to determine the changes neces- 
sary to combat the shoe problems of 1935. 

National Shoe and Convention Week will bring the dominant issues of the 
year to discussion. It will bring some conclusion in regard to the NRA. It 
will probe the needs of the shoe retailer, so that the National Shoe Retailers 
Association shall be able to do a thorough job in the coming year. It will 
consider and encourage Quality in shoe-making and Quality in selection of 
materials. It will stimulate the better servicing of the American public in 
1935. To facilitate the attack on various matters the following plan has been 
effected: 

January 6th—a day for fellowship and neighborliness with shoemen. 

January 7th—fashion day for a National Preview of Spring and Sum- 
mer shoes. Open forums and merchandising meetings. 

January 8th—orthopedic and feature day, when all points will be 
discussed in the first national clinic for foot health. Discussion of 
juvenile shoe problems. 

January 9th—men’s shoe day with the foremost authorities on fash- 
ion in men’s attire telling the possibilities in selling more shoes to men 
next Spring and Summer. 

January 10th—Convention business day—devote dentirely to the 
showing and examination of manufacturers’ products. 

Five great days on “The Isle of Inspiration,” each a stimulus to mov- 
ing more shoes of quality toward the public at a profit. The concensus 
of ideas that the shoe retailer will get in five days will help him to 
move more shoes in the next 365. 

National Shoe and Convention Week—to be held at the Hotel Com- 
modore and Hotel Biltmore—January 6, 7, 8, 9, 10, 1935—will bring to 
New York City the leading shoemen of the country. We want them to 
know that the scene is all ready for their entrance, and the stage is all 


set for the big show. 
MAURICE MILLER, Chairman 


Entertainment and Program Committee 





The Committee has made arrangements with all railroads for 
reduced fares to those retailers and manufacturers coming to 
New York for the National Shoe and Convention Week. 


Headquarters awaits merchants’ opinion in preparation for the 
greatest convention in the history of the National Shoe Retailers 


Association. 





Cincinnati, Ohio 
Julius H. Isenberg, 
Bell Shoe Company, 
Kalamazoo, Mich. 
Harry A. Gibson, 
Wm. Hengerer Company, 
Buffalo, N. Y. 
Oscar Olman, 
Olman & Rosenfeld, Inc., 
c/o Bedell, 
Portland, Oregon 
W. C. O'Malley, 
Edward Malley Company, 
New Haven, Conn. 
J. H. Roberts, 
Stone Shoe Co., 
Cleveland, Ohio 
Milton M. Bendheim, 
Bendheim's, 
Wilmington, Del. 

E. L. Hearn, 
Hearns Shoe Store, 
Salisbury, Md. 

John |. Jacobs, 
Paris Footwear, 
Buffalo, N. Y. 
Clarence Taflik, 
Clarence R. Taflik, 
Cleveland, Ohio 
F. J. Cosgrove, 

D. W. Cosgrove & Co., 
Marlboro, Mass. 
James A. O'Connor, 
Sisson Brothers, 
Binghamton, N. Y. 
S. J. Brouwer, 

S. J. Brouwer Shoe Co., 
Milwaukee, Wis. 
W. D. Wright, 
Wright-Scrugg Shoe Co., 
Spartanburg, S. C. 
F. A. Page, 

J. N. Adam & Co., 
Buffalo, N. Y. 

J. H. Geiger, 
Miller & Rhoads, 
Richmond, Va. 
Roy Walter, 
Walter's Shoe Store, 
Wilkes-Barre, Pa. 
Phil Levenson, 
Family Shoe Store, 
Salisbury, N. C. 
Will Knight, 
Knight Shoe Co., 
Portland, Ore. 





Come to the National Meeting of Shoe Experience— January 6, 7, 8, 9, 10 
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Windows for Slipper Time 


[CONTINUED FROM PAGE 29] 


they have more than ever the char- 
acteristics that make them appealing 
as gift merchandise, retailers should 
strive more than ever to design displays 
and advertising in keeping with the 
wealth of material with which they 
have to work. 

The photographs accompanying this 
article illustrate some exceptionally 
fine recent slipper displays, selected 
because they suggest a number of in- 
teresting ways in which slippers may 
be shown. We can all remember the 
old type of slipper window, which con- 
sisted of a massed display, more or 
less suggestive of the department store 
basement. That type of window never 
did justice to the merchandise, and it 
is wholly inadequate to reflect the 
beauty and fashion appeal of the slip- 
pers which are being offered the trade 
and public today. The modern slipper 
window should reflect quality and 
fashion, and the merchandise should 
be displayed in a setting that will en- 
hance rather than detract from its 
strong appeal to the discriminating 
feminine shopper. This is equally true, 
whether it is a Christmas window or a 
display designed for the express pur- 
pose of reaching the consumer herself. 

The reader will note that the illus- 
trations shown this week represent two 
distinct types of slipper displays, two 
of the windows being devoted to formal 
footwear and evening slippers, the 
other two to mules and boudoir slip- 
pers. The two represent distinct 
phases of slipper merchandising, but 
they are both important at this season 
of the year and will continue so 
through the Winter season, with the 
peak of their sales possibilities centered 
around Christmas time, when gift 
slippers see their greatest demand and 
the social interests and activities of the 
holiday season create a special interest 
in formal footwear. For this reason 
in planning his December window pro- 
motions, the shoe merchant should see 
to it that neither of these two im- 
portant classes of merchandise is neg- 
lected. 

The illustrations portray women’s 
slipper windows, but it is equally im- 
portant for the men’s shoe store and 
the men’s department to devote some 
special attention during the next few 
weeks to the proper promotion and 
effective showing of house slippers for 
men, to Pullman slippers and the va- 
rious types of relaxation footwear that 
will be in demand, not only for sale 
to the individual consumer but for 
Christmas giving. There was a time 
when a pair of men’s slippers could be 
counted on to do service for an indefi- 
nite period and the volume possibilities 
were limited in consequence. While the 
slipper manufacturers of today put 
fully as much of service in their men’s 
slippers, the market has increased be- 
cause men, too, have become imbued 





with the idea of shoes for the occasion 
and no longer limit themselves to a 
single pair. 

Slipper sales have always played an 
important role in making the Decem- 
ber business of the retail shoe store the 
best of the year in point of volume and 
profit returns. Indications this year 
point to a bigger and more profitable 
volume of December business than the 
shoe trade has experienced in several 
seasons past. The extent to which the 
individual store will share in the in- 
crease will be determined largely by 
the intelligence exercised in planning 
its promotion, and the amount of per- 
sistent sales effort used in making such 
promotion effective. This is true for 
shoes, for hosiery, for rubber footwear 
and for all sorts of shoe accessories. 
And in view of the important part that 
slippers have always played in Decem- 
ber shoe store business, it’s especially 
true in the case of this important class 
of footwear. Consequently, every shoe 
store should resolve to make the most 
of Slipper time. 


Sign Posts to Progress 
[CONTINUED FROM PAGE 21] 


Shoe merchandising today has no 
pattern to it, so the man who prophe- 
sies as to what will sell for a coming 
season is foolish. He is much better 
off to treat the trends as they come 
along. It seems that the cardinal fea- 
ture today is uncertainty, but Mr. Rice 
believes that if buyers will watch their 
step and attend closely to business they 
will not lose any money. 

The big thing in merchandise is to 
find the price which will move the goods 
to the best advantage. Here, Mr. Rice 
pointed out that even as small a dif- 
ference as five cents will make or break 
a retail sale price. Some slippers 
which were priced at $1.65 did not sell 
well, but when they were marked at 
$1.59 they showed a surprising amount 
of activity. 

It is the repeat customers who come 
back with a smile and who also take 
pleasure in sending their friends in to 
be fitted, who are responsible for the 
success of a store such as the Modern 
Orthopedic Shoe Shop, in the opinion 
of the manager, E. A. Deurbrouck. 
Consequently he values this trade so 
highly that he takes extra good care 
in fitting and in advising every person 
who comes in, as to the proper shoe 
to wear. 

Taking each customer’s shoe prob- 
lem to heart, treating each one as a 
personal individual case, is one of the 
surest ways of making repeat cus- 
tomers. Customers soon learn the 
store’s attitude and respond to it im- 
mediately. Here is one good lesson 
learned here. Satisfied old customers 
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are much more susceptible to sugges- 
tions relative to owning several pairs 
of wearable shoes for different pur- 
poses than brand new customers. 





Window Shelving 


Los ANGELES, CaAL.—Harry Wolfson, 
manager of Mandel’s Slipper Shop at 
516 West Seventh Street, Los Angeles, 
ix) revamping his windows, has put in 
quite an elaborate series of shelving 
which he feels is effective in improving 
displays. 

The new arrangement is inexpensive, 
he states, and gives better opportunity 
for individualizing styles and numbers. 
A shelf can be devoted to one number 
if necessary. 

The shelving spreads the displays and 
by so doing reduces the number of pairs 
needed. to make an elaborate mass dis- 
play. 

The work of the window trimmer is 
simplified, for dressing a window has 
become merely a matter of setting shoes 
on shelves, and the whole appearance of 
a window can be changed by moving a 
group of shoes from one shelf to an- 
other. 

The shelves are adjustable as to 
height, are easily removed and tend to- 
ward the modernistic in design. They 
are made of plywood and designed by 
employees of the store. 

Most important of all they seem to 
have a definite bearing on sales volume. 





British Fashion Tendencies 


LonpDON — From advance models 
shown at the recent International Sho: 
and Leather Fair in London it seems 
that there may be a return to Regency 
styles in women’s shoes. The “cor- 
setiérre”’ model, which is high-heeled 
and has a seven-hole tie, will, it is ex- 
pected, be more fashionable soon than 
the medium height leather heeled mod- 
els of last year. Much attention has 
been given to the structure of high- 
heeled shoes, and manufacturers now 
claim that perfect balance can be main- 
tained with heels of 2 in. to 4 in. in 
height. As regards color, blue, brown, 
and moss green appear to be the most 
popular shades. Bows, buckles, and 
other applied trimmirigs are much less 
in evidence than they were a year back. 





Grains Good at Hamilton's 


Los ANGELES, CALIF.—Heavy Eng- 
lish-type brogues in grain leathers in 
40 different styles and patterns are sell- 
ing well in all stores operated by Ham- 
ilton’s Men’s Shops, Inc., according to 
Herb R. Hamilton, member of the firm. 

Approximately 60 per cent of the 
grain leather shoes being sold are 
brown, and 40 per cent black. It is ex- 
pected that this demand will continue 
until late in the Fall, the opening of 
the universities always having a ten- 
dency to promote demand for these 
heavier shoes. 
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OF PRIME 
IMPORTANCE 
IN DIAMONDS 


SURPASS 
GLAZED KID 


The judgment of a fraction of a carat can make the 
difference between a loss and a profit in a transac- 
tion involving diamonds. Accordingly, a dealer in 
precious stones will grade and regrade his diamonds 
with painstaking care. 

The difference between expected cutting and actual 
cutting from a lot of skins can measurably affect the 
final cost of an output of shoes. With this in mind, 
Surpass gives exceptional care to the assorting and 
reassorting of its finished Kid. Year after year of con- 
sistent, grading has made its uniformity dependable. 


SURPASS LEATHER CO. 





* 
Tanners of Glazed Kid in a complete assortment 
of sizes and weights .. . featuring Black, Blue and 


Brown for Outside Colors; Linings in Pastels and 
other popular shades. Tanners: of Black Glazed 
Kangaroo. Executive Offices, 9th & Westmoreland 
Sts., Phila.; Branches, New York, London (Eng- 
land), Boston, Milwaukee, Cincinnati, St. Louis. 
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ANOTHER GREAT COMPO ACHIEVEMENT 


Comented Wells for Men 


Today the shoe industry has an organization 
which is working constantly toward improve- 
ment in the art of shoemaking. This organization 
is not bound by tradition, nor influenced in the 
slightest by antiquated methods. The whole spirit 
of Compo is the spirit of advancement and im- 
provement—the spirit of service, too, and its re- 
sult is a widespread benefit to the industry. The 
development of the cement shoe technique is due 
entirely to Compo engineering, and the appreci- 
ation of the industry is clearly manifest in the 
production this year of more than fifty million 
pairs of shoes made this new and better way. 
As we approach another year [our seventh 
in business}, the Compo organization continues 
its leadership in the making of cemented-sole 
shoes with the introduction of another sensation- 
al improvement. 


~~ Ome 


Men’s Compo Conveyor 
with new “hold-down de- 
vice” makes possible this 
great improvement in the 
mauufacture of men’s welt 


shoes. 





This latest Compo unit is known as the welt 
“hold-down device” and it brings all the advan- 
tages of the cement shoe technique into the making 
of men’s shoes. Compo Cemented Welt Shoes 
for men may now be made with heavy or light 
soles and wide or close extension edges. They 
are neater, trimmer, better in every way than the 
welt shoes made by other methods. The channel 
nuisance [and its unsightliness} is eliminated— 
manufacture is simplified—and this new and im- 
proved type of men’s footwear is lighter, more 
flexible, shapely and durable. You will see these 
new Compo Welt Shoes featured in some of the 
most prominent lines for spring. Many leading 
factories are now in production. Compo Shoe 
Machinery Corporation, Boston, Massachusetts. 















BOOT AND SHOE RECORDER, November 24, 1934 


pee DEAD LOSE tay 
ae Oe 
hy, — 





THE RISING FASHION 


is reflected in the modish 


7-eyelet oxford. 


Shoes of this design require 
eyelets . . . They may be the 
“INVISIBLE” or the modern 
roll setting “INVINCIBLE” 
(visible) type. In either case 


they are smooth fitting and 








there is no roughness on the 
inside of the shoe. 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 
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Saks Window Features Paintings of 
Selby’s Blue Ribbon Winners. 





New York City — Thousands of 
Fifth Avenue strollers became friends 
of Roger A. Selby, president of the 
Selby Shoe Company, during the week 
of the New York Horse Show, when 
Saks-Fifth Avenue store turned over 
its display window at Fifth Avenue 
and Fiftieth Street to a collection of 


paintings of the famous Selby Arabian 
horses, and trophies won by them. The 
photograph shows the beautiful white 
stallion, Mirage, which led London’s 
first Armistice Day parade in 1918, 
other Arabian champions, and at the 
lower right, King’s Genius, world’s 
champion American saddle stallion. 





September Production Declines 


PRODUCTION OF BOOTS, SHOES, AND 
SLIPPERS, OTHER THAN RUBBER 


“a 


“« 
42 


MILLIONS OF PAIRG 
BrESssesueress ses et Ss 





g]e]i/£)3/8)31 8 


WASHINGTON, D. C.—The total pro- 
duction of footwear in factories report- 
ing for September, 1934, indicates a 
decrease of 21.6 per cent from August, 
1934, and a decrease of 11 per cent from 


September, 1933. The total for Sep- 
tember, covering all classes of footwear, 
was 27,794,162 pairs, as compared with 
35,469,259 in August and 31,234,116 in 
September, 1933. 

For the period from January to Sep- 
tember, inclusive, the total production 
this year amounted to 279,178,069 pairs, 
as compared with 275,136,482 in the cor- 
responding period in 1933. These fig- 
ures were compiled by the Bureau of 
the Census. 


Stronger Leather Market 


Peaspopy, Mass.—A stronger leather 
market is developing here. Hides are 
now up one cent above late October 
quotations, and hide futures continue to 
rise. One reason is the buying of Amer- 
ican hides by tanners of Japan as well 
as of Europe. The raw stock market 
appears to be firmer than for some 
time. This applies to calf and kid 
skins as well as hides. 

Orders for leather for shoes for 1935 
are arriving early and in volume. The 
output of white stock promises to break 
all records. Many shoe firms are start- 


Ty2tt 


ing extra early on the new run, and 
so are ordering leather early. 

The bulk of the demand is on light 
weight novelty leather, to be made into 
women’s shoes to retail at from $2 to 
$3 a pair, and on heavier weight 
leathers, to be made into men’s shoes 
to retail at from $3 to $3.50 per pair. 

Leather is cheaper, relatively speak- 
ing, and so makers of popular grades 
are able to put better stock into their 
shoes. There’s an interesting pros- 
pect in the women’s trade, it being 
that the run on sport shoes will be un- 
commonly large, which means that 
manufacturers will cut more leather 
than they do when they cut sandals. 

Fall hides and skins are the best of 
the year, being well nourished, and free 
from defects. That’s the law of na- 
ture. Cattle fatten up for winter. The 
drought hide situation is not the factor 
that it was. 

Patent leather is firm, and advancing 
in price, the domestic demand improv- 
ing and foreign sales continuing in 
good volume. There are signs of in- 
crease in leather exports, which, in 
combination with the buying of hides 
by tanners abroad, tends to strength 
the domestic markets. 





a DATES TO REMEMBER 
National Shoe Retailers Association An- 
nual Convention, Hotel Commodore, 


New York City....... Jan. 6, 7, 8, 9, 1935 


Fourth National Shoe Display, National 
Boot and Shoe Manufacturers Asso- 
ciation, St. Louis, Mo....Jan. 7, 8, 9, 1935 


Northwestern Shoe Retailers Regional 
Association Annual Meeting, Hotel 
Radisson, Minneapolis, Méinn., 


Jan. 13, 14, 15, 1935 


Michigan Retail Shoe Merchants An- 
nual Convention, Hotel Pantlind, Grand 
Rapides .... 6... cnc. Jan. 20, 21, 22, 1935 


Middle Atlantic Shoe Retailers Associa- 
tion, Atlantic City...Jan. 21, 22, 23, 1935 


Indiana Shoe Buyers Week, Claypool Ho- 
tel, Indianapolis ....Feb. 10, 11, 12, 1935 


Texas and Oklahoma Shoe Retailers Asso- 
ciation Convention, Fort Worth, 
Feb. 4, 5, 6, 7, 1935 
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AN ADVERTISEMENT BY THE 


ROBERTS, JOHNSON & RAND 


BRANCH OF INTERNATIONAL SHOE CO 
ST. LOUIS, MO. 





JIM, OVER 30% OF THE POPULATION 
OF THIS COUNTRY ARE CHILDREN 
AND EVERY STORE HERE 1S TREATING 


THE CHILDRENS BUSINESS ASA SIDE 
ISSUE. THE ROAD IS WIDE OPEN FORUS. 
IVE BEEN ROLLING THAT OVER IN MY 
MIND ALSO, AND IVE BEEN HEARING 
A GREAT DEAL ABOUT POLL-PARROT 
SHOES.LETS TAKE ON THAT LINE AND 
REALLY GO PLACES IN OUR CHILDRENS 


DEPARTMENT 
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Soaring aloft to the sales 
height of nation-wide popu- 
larity, Zephyr-Buck is a finely 
chrome-tanned leather in 
the favored close napped 
velour finish. 


ASRS RYE on vam UN Bed Siu PaaS NR Ste 


It is being bought in South- 
land Shoes for men, women 
and children. 


Its wide appeal and quality 
make it suitable for all 


types of shoe construction. In White and Cream 


Sample cuttings gladly 
sent on request 









Zephyr-Buck has a real econ- 
omy plus quality appeal! 
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As One Merchant 
to Another 










ROY E. STEVENS 
of 


OTTUMWA 
IOWA 














says: 







“We believe that the record 
of service and prompt pay-- 
ment of losses on the part of 
the National Retailers Mu- 
tual Insurance Company justi- 
fies our action in placing our 
insurance with that organi- 
zation. 

















“We keenly appreciate the 
substantial savings made in 
placing our coverage with the 
National Retailers. 










“I feel that this insurance 
company has been carefully 
studied by the officers of the 
N.S.R.A. and that our Insur- 
ance Committee is rendering 
a valuable service to retail 
shoe dealers, and in turn we 
dealers should patronize our 
official company — the 
‘N-R-M’.” 

















This million dollar, legal reserve, 
mutual insurance company writes 
Fire insurance and allied lines for 
high-grade shoe merchants under 
dividend-paying policies. 






















Write us 
about your 
Automobile, 
l 
Casualty BO WINTe 
and Fire in- ON YOUR 
surance FIRE 
nme |NSURANCE 
obligation is 
involved. 


NATIONAL RETAILERS 
MUTUAL INSURANCE 
COMPANY 


James &. Kemper, President 
Mutual Insurance Building, 
Chicago, U. S. A. 
Nationwide Service Facilities 




















































Hows 
Business 
Selling Spring Shoes 


BRocKTON, Mass.—Despite a lull in 
recent weeks, with many factories in 
and about Brockton on a part-time 
schedule, leading South Shore factories 
got their respective sales crews off to 
a flying start the past week, w.th early 
reports from the road indicating a 
definite preference for better quality 
shoes than in seasons past, on the part 
of many buyers. 

John McElaney, vice-president of the 
Stacy-Adams Company, on a recent 
trip noted an increasing interest in 
quality footwear, and reports now in- 
dicate that such a feeling exists, not 
only for the highest grade quality 
shoes, but in popular priced lines as 
well. In other words, a grading up 
all along the line. 

Stetson Shoe Co., E. T. Wright, 
Commonwealth Shoe and Leather; C. 
H. Alden, M. A. Packard and George 
E. Keith have advanced their cutting 
schedules in anticipation of the orders 
expected during the next six weeks. 

Other firms of the district who look 
for increased business include E. E. 
Taylor Company, which has been run- 
ning on a steady schedule in recent 
months; W. L. Douglas, aided by a new 
merchandising plan that has already 
added many new outlets, including 
several large department stores, and 
the Conrad Shoe Company at Abington, 
with its new men’s cemented line in 
addition to its regular welt line, exceed- 
ingle active to meet what may possibly 
develop to be a welcome spurt in buy- 
ing. 

Old Colony Shoe Company, with its 
recently patented Non-Curl shoe and 
aided by the acquisition of the Barney, 
Capen & Denham line and the new 
Brockton Cooperative line, are among 
the Brockton firms who look for healthy 
reports from their sales force within 
the coming few weeks. 


Better Shoes in lowa 


DAVENPORT, IowA—Arrival of cool 
weather is expected to provide the 
stimulus for increased Fall shoe sales. 
Business has more than held its own 
over last Fall despite unseasonable 
warmth. No freezing temperatures 
were recorded until Oct. 28, a month 
later than usual. 

Both men’s and women’s stores re- 
port business equal to or ahead of last 
year in spite of this. One manager of 
a woman’s store said sales were 15 per 
cent ahead of last autumn. Another 
reported a noticeable increase. All 
said that quality merchandise was be- 
ing more readily sold and that price 
cut less figure. 

The manager of a men’s shoe depart- 
ment in a department store reported 
that selling $7.50 to $9 goods was much 
easier than last year. 
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Rodes-Rapier Report 
40 Per Cent Gain 


LOUISVILLE, Ky.—Rodes-Rapier Com- 
pany has enjoyed a 40 per cent in- 
crease this September and notices a de- 
cided trend toward better merchandise 
in buying. They sold more better class 
shoes in September than in the past 
three years. Their customers have also 
returned to the habit of pre-depression 
times of buying three and four pairs 
of shoes at once. 

This store uses direct mail extensive- 
ly. Their list is divided into three 
classes: Professional men, young clerks 
of the white collar class and a junior 
list of boy and college men. Letters 
with cuts are sent the first two classes 
and postals with a cut of a shoe to 
the junior class. Window displays are 
arranged in units—eight pairs of shoes 
to a unit, that merchandise may be 
shown in a way to center attention on 
the individual shoe. 





See Trend Toward Quality 


WIcHITA, KAN.—A smart handbag is 
included with every pair of shoes sold 
at the newly opened Fashion Shoe 
Shop, 114 North Main Street, in order 
to stimulate business during its initial 
weeks. The promotion has been large- 
ly responsible for good business at the 
store from the beginning. Two-column 
advertisements describe the shop as, 
“Wichita’s Newest Collegiate Shoe 
Shop.” 

P. M. Jentsch and L. W. Landis, 
proprietors of the Fair Shoe Store, 144 
North Main, are owners and managers 
of the new establishment which was 
started from the fact that they believe 
business is improving to such an extent 
that higher priced shoes can now be 
sold. 

“We find business in general from 
20 to 30 per cent better than at this 
time last year,” said Mr. Jentsch. 
“Since prices at the Fair Shoe Store 
start lower than those at our new shop 
we are able, with the two stores, to 
give our customers whatever price 
shoes they may wish. We anticipate 
an increasing demand for higher priced 
shoes from those who several years ago 
were accustomed to paying more, but 
who have recently ‘had to limit their 
expenditures. 


Barbourwelt Outing 
Atiracts Many 


BROCKTON — The annual Fall party 
given employees and executives of the 
Barbour Welting Company and Bar- 
bour Mills, an event looked forward to 
with much interest and anticipation 
each year, was recently given by Presi- 
dent Perley E. Barbour and acclaimed 
the most successful of the many similar 
outings held for many years. 

The large Barbourwelt family gath- 
ered at Mr. Barbour’s summer home 
at Scituate where an excellent dinner 
was served, following golf and other 
sports. 
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One way ordinary leather heels are scuffed—Heels covered with “Pyraheel” can’t scuff 


REVOLUTIONARY STEP in the 

shoe industry—heels in built-up 
leather effects that are SCUFFLESS— 
heels that have no leather lifts to pull 
apart and ruin a new pair of shoes! Spring 
styles forecast a tremendous popularity 
for built-up leather heels. Give your cus- 
tomers shoes with heels in built-up leather 
effects covered in Du Pont’s scuff-proof 
“PYRAHEEL.”’ Simulated in exact 
leather texture, they are much lighter 
than leather, will not absorb water, can- 


not pull apart, and with the distinct ad- 
vantage of being scuffless. “PYRAHEEL” 
is also available in both dull and shiny 
kid, calf, pigskin effect, ripple and lizard 
finishes, etc. You should know more about 
“PYRAHEEL” and have it on the shoes 
you sell. For information write to 
Du Pont Viscoloid Company, Inc., 
Empire State Building, Department 25, 
New York City. In Canada: Canadian 
Industries, Limited, Pyralin Division, 
Montreal, Canada. 


PYRAHEEL 


REG. U. S. PAT. OFF. 


MAKES SHOES 


EASIER TO 


SELL 


Lely 


LEATHER 


EFFECTS 
IN 
SCUFFLESS 


Girahel 
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(Tt 5 plain why STA-TITE 
nails tighter and 





“That steel wire 


mesh, embedded in the heel 
base, holds the nail-heads firmly, 
and exerts its pressure to the en- 
tire outer edge of the heel. A 
Sta-Tite heel cannot work loose. 
It always stays tight. Besides, 
this construction nearly doubles 
the wearing thickness. Sta-Tite’s 
good looks help sell shoes—their 
long life and permanently tight 
fit make satisfied customers. 
Withal, they cost no more than 
any good heel.” 


PANTHER PANCO CO. cuetsea, mass. 


* 


TA-TITE 


TT] 


/ 





Public Buying Better Shoes 


CINCINNATI.—“In order that Cincin- 
nati might become more than ever shoe- 
conscious,” stated H. N. Underhill, 
buyer and manager of Smith-Kasson’s 
shoes, “we have just held a 14-window 
shoe display. Every window on the 
lower floor of the store was devoted 
to the display for three days. Shoes 
from the lowest to the highest-priced 
type and for every occasion were dis- 
played. 

Dress, sports, school and evening 
shoes were in the windows. Among the 
patterns displayed were Knickerbocker, 
Princess K and Dr. Locke’s orthopedic 
shoes. Fabrics ranged from suedes, 
fabrics, leathers, satins, to jeweled eve- 
ning sandals. 

“Brown suede at prices from $10.50 
to $12.50 is the leading shoe in dress 
and street shoes,” Mr Underhill also 
stated. He declared that there is a 
strong tendency toward better prices 
in shoes. 


Obituary 


Owen H. Dickerson 


DENVER, COLO.—Owen H. Dickerson, 
son of Walker T. Dickerson, shoe manu- 
facturer of Columbus, Ohio, died Nov. 
16 at his home here. 

Mr. Dickerson was born in Indian- 
apolis May 26, 1894. After completing 
his education, he followed the family 
tradition and engaged in the shoe busi- 
ness, representing P. Sullivan & Com- 
pany of Cincinnati as a traveling sales- 
man. From this position he resigned in 
November, 1917, to enlist in the Motor 
Transport Division of the Air Service, 
United States Army. He was stationed 
at Romar Antin, France, until he re- 
turned to the United States in July, 
1918, and was mustered out at Chilli- 
cothe, Ohio. 

In 1920, Mr. Dickerson was married 
to Miss Blanche Rushman of Cincin- 
nati and resumed his occupation as 
traveling salesmen for P. Sullivan & 
Company. As a result of his war ser- 
vice, he became afflicted with tubercu- 
losis and in October, 1924, was obliged 
to give up his work, spending two years 
in Arizona and the last seven years in 
Denver. About 18 months ago he be- 
lieved the progress of the disease had 
been arrested and during the past year 
he made three trips to California, visit- 
ing the trade of the Walker T. Dicker- 
son Co. Last August, however, he suf- 
fered a collapse, and although he made 
a game fight to recover, he lost ground 
steadily. 

Mr. Dickerson leaves one son, Owen 
H. Dickerson, Jr. There has been one 
son in the family in each of the last five 
generations, of whom Walker T. Dick- 
erson and Owen H. Dickerson, Jr., now 
survive. Both have the deepest sym- 
pathy of many warm friends and ac- 
quaintances. 
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HANAN 
Master Lasts 


make 


Lifetime 
Customers 


TO RETAIL AT 


$ i] ()-°0 


OR HIGHER 


Find a man his Hanan Master Last and 
you make him a customer for life. He 
knows that every pair of shoes made over 
this Last assures him the same fit, with 
the same comfort, and the same individual- 
ity of style. Many men have come back re- 
peatedly for 20, 30, even 40 years, because 
one of these Lasts was right for their feet. 
And in this range of Lasts there is one cor- 
rect for every man who enters your store. 


© Hanan representatives are now on the Like Cha racter ? 


road. See the line. You'll recognize why E 
ndures 


these things are true. 


Executive Offices Factory and Stock Department 


1328 Broadway H AN AN & SON 671 North Sangamon Street 
New York 


Chicago, Illinois 





When writing advertisers please mention Boot and Shoe Recorder 
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Shoe Trees 
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QUICK PROFIT ITEM - 50: 


SIMPLEX SHOE TREES RE 


SELF ADJUSTING >> A 


J Si mplex 


SHOE TREE § CO. 


A Gentle Squeeze 
Inserts or Removes 
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Riding Boots 
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LARGEST 
BOOT STOCK 


in America 
Domestic and Imported 
For Immediate Delivery 


Men, Women & Children’s 
Boots for Riding 
Field, Hunting, Aviation 
Also Jodhpurs & Jodgores 


Complete Catalog 
R-7 on Request 


COLT 
CROMWELL CO. 
1239 Broadway 
New York City 








A COMPLETE amy ETS 
STOCK AND at 


Riding, Conboy and and Loce een rp 
Rs. JUSTIN & SONS, lane. 





\ RIDING BOOTS 
IN-STOCK 


For Men, Women and 
Children—also 
Jodhpurs and Field 

Boots. 


Write for catalog. 
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On the selling end 


News of the Travelers and Sales Activities 


New York Travelers to Elect 


New York—The 28th annual meet- 
ing of the Boot & Shoe Travelers’ Asso- 
ciation of New York will be held Tues- 
day, Nov. 27, 1934, at 3 P. M. in the 
clubroom, 537 Marbridge building, for 
the purpose of transacting any proper 
business that may be presented and to 
elect a new slate of officers for the year 
1935. 

The nominating committee has pre- 
sented the following list of names for 
endorsement by the membership: Presi- 


-dent, Mortimer C. Seaman; first vice- 


president, James T. Baker; second vice- 
president, M. E. Tobias; third vice- 
president, John A. Donovan; secretary 
and treasurer, Charles Havranck; 
board of governors, William Monsees, 
M. O. Odes, Tom England. 

The insurance committee urgently 
requests that all members will arrange 
their time in order to be at this meeting 
for endorsement of any action they may 
recommend for the ensuing year. 

A communication from Secretary 
Havranck to the members recalls the 
passing of James Horan and Fred Eyre 
in the past year. His letter adds: 

“The past year, while it was beset 
with financial problems, nevertheless 
showed a marked increase of interest 
in the association. Members have called 
on the grievance committee on several 
occasions with their difficulties with 
manufacturers, which were handled to 
the best of the association’s ability with 
the resources at hand. 


“The entertainment committee very 
efficiently promoted a luncheon in June, 
which was over-attended, and also an 
outing and golf tournament in July. 
The committee should be congratulated 
on the last function. Those who at- 
tended were enthusiastic over the con- 
geniality and the good time they en- 
joyed. This was the first affair of its 
kind whereby the association did not 
accumulate a large deficit, but showed 
a nice profit.” 


Attends Sales Conference 


BROOKLYN, N. Y.—Max Swartz, who 
sells the Stride-Rite, Junior Arch Pre- 
server and Mo-deb lines for the Green 
Shoe Mfg. Co. in Brooklyn, Long Is- 
land, New Jersey and adjacent points, 
has returned to his territory from a 
visit to the Green shoe salesmen’s con- 
ference at the factory in Boston. 





Joins Wolverine Sales Force 


RocKAND, Mass.—Edward Lelyveld 
has accepted a_ position with the 
Wolverine Shoe Company of Rockford, 
Mich. This concern is one of the largest 
manufacturers of men’s work shoes in 
the country. 

Mr. Lelyveld has been made New 
England salesman for the Wolverine 
Shoe Company and will begin his new 
work immediately. 





Weather Study Boosts Sales 


OMAHA, NEB.—The sales of the shoe 
department of the Nebraska Clothing 
Co., Omaha, Neb., are up 3500 pairs 
for the period February to November. 

“Why?” asks M. W. Stephen, man- 
ager. Then he answers his own ques- 
tion. 

“First, because we now have a com- 
plete children’s set-up. We can fit any 
child who comes to us whereas we 
couldn’t a year ago. Second, we have 
set our selling to the climate and the 
locality. We have studied our clientele 
and we have watched the weather very 
closely.” 

Last summer being the great 
drought year in Nebraska, Mr. Stephen 
dealt almost exclusively in whites. His 
sales soared. 

This Fall he started studying the 
climate again. He took into considera- 
tion the fact that Nebraska has fairly 
oven Winters. Longer suede season was 
his answer to the shoe question as re- 
gards that and he started pushing 
suedes early and is still doing a good 
volume in them. He declares that he 
hopes to keep doing a good business in 
them from now on through the Winter. 

Early Fall sales have been good in 
fabric shoes also, for while suedes are 


sold for dress and evening wear the 
weather has been too warm to wear 
them for daytime. Hence, Mr. Stephen’s 
weather eye told him to push fabrics 
for daytime. 

“It’s all in the climate,” he explains, 
“and in the locality. What will make 
for increased sales in one place will be 
no good in another place. A manager 
must study the weather and the people 
to whom he sells.” 

And, he adds, “Anyone who has not 
increased his business by 10 per cent 
in the last year should start to study 
for there is certainly something 
wrong.” 


Bandit Robs Eastwood Store 


RocHESTER, N. Y.—A daylight bandit 
last week held up Ernest Ribstein, 
manager of the William Eastwood & 
Sons Company retail shoe store at 18 
Main Street West, and escaped after 
rifling the till of $40. 

Ribstein, ‘who said the robber was 
armed with a .32 caliber revolver, was 
able to supply police with a good de- 
scription of the man. The Eastwood 


firm operates two retail shoe stores in 
Rochester. 
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Whats 
Selling 


"Wood Bark" Popular 


Los ANGELES, CALIF. — Woodbark 
markings in calfskin in medium priced 
shoes for women is much in demand at 
the Broadway Department Store right 
now. Both black and brown in the 
woodbark idea are going over well. 

A 4-eyelet novelty and a 2-eyelet 
are leaders. The former has a wood- 
bark pattern saddle and heel covering 
and the latter is an all-over woodbark 
with the exception of the heel covering 
and a slight accent of plain kid on the 
sides. 


Open Work Sandals 


Boston —S. H. Axman, sales man- 
ager of Hannahsons Shoe Co., Haver- 
hill, Mass., says the increasing de- 
mand for evening sandals of the open 
work type has made necessary the 
development of new equipment for the 
proper lasting and trimming of these 
difficult styles in order to obtain suf- 
ficient production and keep costs within 
reasonable limits. 

The Hannahsons Shoe Company has 
spent much time and money developing 
shoemakers who are specially skillful 
on this type of footwear and as a re- 
sult are one of the largest producers 
of middle grade open work sandals. 
The high cost of some of the popular 
materials, such as genuine gold and 
silver kid, makes skill and extreme care 
essential to successful manufacturing. 

The greatest demand is for white 
fabrics that can be satisfactorily dyed 
to match gowns, and the Hannahson 
company finds it necessary to carry a 
large floor stock of the popular styles 
and materials to meet the steady call 
from retailers. 


Innes Has Two Leaders 


Los ANGELES, CALIF. — A certain 
pump in suede or gabardine, with 
classic design accomplished by kid de- 


tail, is proving a leader right now at ; 


all stores operated’ by the Innes Shoe 
Company in Los Angeles proper, Holly- 
wood and Pasadena. The feature in 
the pattern that catches the eye is the 
graceful sweep of the kid panel at 
the side of the vamp centering in a 
small leather ornament at the top. The 
quarter is of kid and the heel scuffless. 

Another winner is a T-strap slipper 
of kid or suede neatly stitched. 

In the so-called foot health depart- 
ments a smart four-eyelet tie with 
medium heel, the whole shoe quite 
elaborately stitched, has had a big 
inning. 

All these numbers are priced regular- 
ly at $10.50. 








Cream Buck 
Wing Tip Oxford 
Leather Heel 
Spade Last 


EXTRAORDINARY VALUES 
IN MEN’S AND BOYS’ 


GOODYEAR WELTS 
FOR 


SPRING AND SUMMER 
TO RETAIL FOR 


3... 3" .. 4 


R.P. HAZZARD CO. 
GARDINER, ME. 


BOSTON SALESROOM 119 LINCOLN ST. 
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Children's Footwear 
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MBS. BAY’S IDEALIBABY SHOES 
Infants’ Soft Soles...0-3 
Intermediates ....... 1-5 
Flexible Hard Soles. .2-8 
Send for In-Stock 
Oatalog 





MRS. DAY’S IDEAL BABY 
SHOE le 
Loeust St. Danvers, Mass. 
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WATERPROOF CAMP 
MOCCASINS 
with patented 
Orthopedic Soles 
IN-STOCK 


L-90-6 
Men's $1.95 
-80-6 
Boys’ $1.80 
5%—10 days 


MeCONNELL 
MOCCASIN CO. 
Auburn, Maine A 











8 ere eee 


Hosiery Protectors 
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WALK-EZE 


D WALK-EASY 








Stocking Protectow 


are SEAMLESS 
and SMOOTH 


There are no_back- 
seams on LE- 

to irritate 
the heel. That is 
why they are the 
outstanding leaders 
in the field. 

ORDER FROM 
YOUR JOBBER 
Manufactured by 
Onondags Hide & Leather Co., Syracuse,N. Y. 














Boston Shoe Club Meeting 


Boston—The Boston Boot and Shoe 
Club will hold the first of its 1934-35 
series of dinner meetings on Wednes- 
day, Nov. 14, at the Hotel Statler. 
This will be the 273rd meeting of the 
organization and will be presided over 
by President Maxwell P. Gaddis. In 
addition to community singing, there 
will be an address by Dr. Crawford O. 
Smith of Brookline, Mass., who has 
chosen for his subject “The Harvest 
of Dictators.” The second meeting of 
the season, that to be held on Dec. 12, 
will be “Ladies’ Night.” 

















Boston Club Hits FERA Idea 


Boston — Members of the Boston 
Boot and Shoe Club, at the first of the 
season’s dinner meetings, held Nov. 14, 
recorded themselves as strongly op- 
posed to the establishment of Govern- 
ment-owned shoe factories and tan- 
neries which are reported to have been 
planned by the Federal Emergency Re- 
lief Administration. Such a move, 
declared a resolution introduced by 
Secretary Thomas F. Anderson, is un- 
called for at this time and the club 
“desires to recommend that no shoes be 
made by Government institutions, but 
that all shall be made in regular fac- 
tories under regular rules.” 

The meeting, presided over by Presi- 
dent Maxwell P. Gaddis, was addressed 
by the Rev. Crawford O. Smith on the 
harvest of dictators which is being 
reaped throughout the world today as 
a result of the World War; Thomas 
O’Hara, who spoke on means to be 
taken to revitalize the shoe and leather 
industries; Alfred W. Donovan, of E. 
T. Wright & Company, Inc., who asked 
for the cooperation of the younger men 
in trade association work; Robert Nel- 
son, of the E. E. Taylor Corporation, 
and by Arthur D. Anderson, editor of 
the Boot AND SHOE ReEcoRDER, who 
discussed the return of confidence in 
the business world. 

A tribute to Secretary Anderson, 
who has been ill but who, in sickness 
or in health, has never missed a meet- 
ing of the club, was paid by President 
Gaddis. The musical part of the pro- 
gram, including community singing, 
was led by William E. Doyle, of the 
Doyle Shoe Company. 

At the head table, in addition to 
speakers and officers, were Frank B. 
Masterson, W. K. Chandler, Paul Krip- 
pendorf, W. S. Gregson and Herbert 
Tinkham. 





Schiff Managers Meet 


CoLumBus, OHIO—The usual Fall 
meeting of executives, buyers, district 
managers and supervisors of the Schiff 
Co. which operates a chain of 233 retail 
shoe stores in 26 states, was held at the 
Deshler-Wallick Hotel recently with 
about 50 in attendance. President and 
treasurer Robert W. Schiff, welcomed 
the confreres by an inspirational talk 
in which he stressed the necessity of 
giving the buying public real values by 
maintaining a reasonable “markup” 
only. He declared that one of the chief 
causes for the retarding industrial re- 
covery since the inception of the “New 
Deal” has been the too rapid increase 
in commodity prices. He also warned 
the various managers, etc., against 
overstocking and urged more attractive 
window displays. 

Oscar Musinsky, Boston buyer for 
the Schiff organization, presented his 
style report which went into details 
concerning lasts, materials, trimmings, 
stitchings, etc. He had just recovered 
from a rather severe illness and made 
a special effort to be present. 
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The meeting ended by outlining styles 
and merchandise requirements for the 
Spring and early Summer season. 

Al Schiff as head buyer and Jule 
Mark as his assistant had charge of the 
business sessions of the conference. 





To Attend N.S.R.A. 


Convention 


DetroIt—Detroit Retail Shoe Deal- 
ers Association held a meeting this 
week, to organize for the national 
convention in New York. Local shoe- 
men plan for a Detroit delegation of 
imposing numbers. 


Store 
Changes 


Edison Leases New Store 


St. Louis, Mo.— The lease of the 
Royal Shoe Store at 413 North Sixth 
Street has been acquired by Edison 
Brothers’ Stores, Inc. This lease has 
about seven years to run, at an ag- 
gregate rental of approximately $150,- 
000. The Edison firm will start about 
Jan, 15 on alterations costing $30,000. 
It is expected to open the new store 
early in February. 

The Edison Company, which oper- 
ates about a hundred stores through- 
out the country, has taken twelve new 
locations this year in various cities, 
according to Mark Edison, vice-presi- 
dent of the company. The firm will 
have a $14,000,000 volume of business 
for this year, Mr, Edison said. 

Officers of the company are: Harry 
Edison, president and treasurer; Mark, 
Irving and Simon Edison, vice-presi- 
dents, and Samuel B. Edison, secre- 


tary. 


Department Improved 


Los ANGELES, CALIF. — The Enna 
Jettick department in The Broadway 
Department Store, Inc., has been mod- 
ernized and set off as a separate and 
distinct shop. 

Modernistic walls have been built in, 
new cases have been made and a large, 
colorful Neon sign put up to mark the 
entrance. The department now has 
forty chairs. This makes the depart- 
ment one of the most attractive of its 
type in the city. 

George R. Bessey, buyer, states that 
sales have shown a marked increase 
since the department was improved. 


Leases Plainfield Store 


PLAINFIELD, N. J.—The Blyn Shoe 
Company of New York City has leased 
for a term of years the large store at 
103 East Front Street. Extensive 
alterations, including the installation 
of a modern front and interior, will be 
under the personal supervision of 
Henry Blyn, president of the company. 
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AND COMPARE 


this new improved 


Curtis-Steplhems-lEmalbry 


Line of Juvenile Shoes 


C-S-E salesmen are now in their territories with what we know to be the strongest 
line ever produced by this company. Our enthusiastic opinion is confirmed by keen 
retailers who tell us the line is so uniformly fine in styling, workmanship and material 
quality that they find it difficult to select outstanding numbers. That is significant of the 
selling power packed into every C-S-E Spring pattern. 


Retailers needing a stronger, more saleable juvenile line to meet new conditions and 
new demands should write us at once. We’ll arrange for them to see the new C-S-E 


shoes. 


Note:—Our permanent New York salesroom 
is located in Room 41 1—Marbridge Building, 
47 W. 34th St., where we also show the well 
known, in-stock line of Pro-tec-tiv baby shoes. 


CURTIS-STEPHENS-EMBRY COMPANY 


Reading ~ Pennsylvania 


When writing advertisers please mention Boot and Shoe Recorder 
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EVANS’ SLIPPERS 
Hand turned — Cement 
Padded Sole 
For Men, Women, Children 


A 77 Styles in Stock A 
Send for Catalog 


No. 1435R 


Tan Kid. 
Hand Turned 
6-13. C. D.-EE 

$2.40 


L. B. EVANS’ SON CO. A 
Wakefield, Mass. 
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Dancing Shoes and Taps 
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TAP SLIPPERS 


ALUMINUM TAPS 
Black One Strap $1.60 
Kid Ribbon Tie 1.65 
Patent § One Strap $1.70 
Leather ? Ribbon Tie 1.75 


BROOKS SHOE 
MFG. CO. 


Swanson & Ritner Sts., 
Philadelphia 
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Leathers 
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R. NEUMANN & CO. 


HOBOKEN NEW JERSEY 





"Rabbit" Regains His Feet 


Syracuse, N. Y.— When “Old Doc 
Fate” handed out a decision worse than 
any umpire’s to “Rabbit” Maranville 
at the Boston Braves Training Field 
last Spring, and sent the most colorful 





Frank Sheridan felicitates "Rabbit" 
Maranville, as Boston Braves star re- 
covers from broken leg. 


ball player of all time to the showers 
with a broken leg, a nation of fans 
said “That ends ‘the Rabbit’s’ career 
in baseball.” But they didn’t know 
“the Rabbit.” 

Broken legs on ball players do not 
knit so well, especially when that ball 
player is along in years. From doctor 
to doctor, crutches to canes hobbled the 
“Rabbit,” and recently in Boston he was 
called to campaign and assist in the 
nomination of a man running for the 
great office of Governor of the Com- 
monwealth. The “Rabbit” answered the 
call on canes. . . Then along came 
Frank Sheridan, sales director of the 
Onondaga Hide & Leather Co. and pres- 
ident of Orthopedic Mechanics, Inc., of 
Syracuse, N. Y. He went to work on 
the “Rabbit’s” feet. . . For hours he 
worked. His manipulations were not 
without some pain. He was getting 
those feet ready for a night of endless 
political campaigning. When Mr. Sher- 
idan ended his series of manipulations 
he inserted a pair of his patented 
“Heel Rudders” in the “Rabbit’s” shoes 
and told him to walk. 


Fourteen people saw Maranville drop 
his canes and not only walk but dance. 
He was ready to “go to bat” for the 
man who was about to be nominated for 
Governor. Frank Sheridan has the 
canes. . . “Rabbit” is going places. 
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About People 


Helmick Made Manager 


CINCINNATI—H. W. Helmick is man- 
ager of Mabley and Carew’s new base- 
ment shoe store. The store was opened 
Sept. 21 and reports business as being 
very good. Women’s shoes sell at from 
$1.99 to $3.95, children’s shoes at $1.49 
to $2.99. The Arch Support sells at 
$3.95 and is the leading shoe. 

There are seventy-five chairs in the 
shop and ten sales people are regularly 
employed. 

Mr. Helmick, who came here from 
Peoria, IIl., has been in the shoe busi- 
ness for 20 years, having been with 
the Firestone Footwear Company and 
Shoe Styles, St. Louis, both on the road 
and in the retail business. 


W. G. Steinhardt Heads 
Children's Department 


CINCINNATI—W. G. Steinhardt has 
been made manager of the Smith-Kas- 
son children’s shoes department. 


Steinhardt reports that in big girl 
sizes he is featuring Wales ties in 
brown calfskin at .$5.00 and the re- 
sponse to them has been excellent be- 
cause of the neat appearance on the 
foot. Black patent leads for dress 
with suede second, also at $5. 


For children from two to five years 
old high shoes in white elkskin and 
white buck are priced at from $2 to $4. 

Business this season has been very 
good in this department. 


Increases Plant Capacity 


CINCINNATI—Owing to the increased 
demand for their product by leading 
stores of the country, the Longini Shoe 
Manufacturing Co., have found it 
necessary to increase the size of their 
plant. New machinery has also been 
installed, giving now a daily output of 
1500 pairs of shoes. 


Charles Longini, vice-president, and 
A. J. Sachs, sales manager, have just 
completed a trip to the large shoe cen- 
ters with their 1935 Spring line of 
shoes. In the line were three new 
models of mass perforation which have 
been acclaimed as something entirely 
new. 


P. E. Minor who was formerly with 
the Brauer Bros. Shoe Co., St. Louis, 
is now covering Texas and Oklahoma 
for this company. 


Dolph Hoyt is in the Northwest, 
Joseph) Janow and Charles Toppino in 
the South and Joe Meyers and Frank 
Weber are covering the Middle West- 
ern ‘states. z 

Ira Longini is president of the com- 
pany, Charles Longini, vice-president, 
and A. J. Sachs, sales manager. 
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Smart New Shoe Store in Bronx 


Modern and attractive display windows are a feature of the new Douglas Shoe Store 
recently opened at 132 Fordham Road, Borough of the Bronx, New York City. 
E. Lubrano is manager of the store, which reports an excellent business. 





Ury Opens Own Store 


PASADENA, CALIF.—L. G. Ury, one 
of the most widely known shoe men in 
southern California, connected with the 
retail shoe business in this city for 28 
years and manager of the store of Paul 
Jesberg for 17 years, has opened his 
own shoe store for men at 17 North 
Raymond Avenue. 

The new Ury store is elegantly fur- 
nished and located adjacent to one of 
the leading clothing stores in the city. 
Popular price shoes are in stock and 
a fine line of popular price hosiery sup- 
plements the shoe stock. 

Mr. Ury has given southern Cali- 
fornia shoe men a good boost with his 
baseball activities. For more than 
twenty years he has managed the Pasa- 
dena Merchants’ baseball team and has 
been instrumental in winning fifteen 
cups for that association. He was in- 
strumental in establishing at Pasadena 
one of the finest basebali parks in 
America. The record he has made in 
baseball circles probably is not equalled 
by any shoe man in America. 

The walls and shelving in the new 
store are in light tones but the show- 
cases are dark for the purposes of 
contrast. Club arm chairs uphostered 
in green rep are used, while the 
Oriental carpet agrees in tones with the 
upholstery. Modern display windows 
and lighting fixtures give quality to 
the store’s appearance. 

Mr. Ury came to Pasadena from 
San Francisco in 1906 following the big 
fire in the latter city. He went into 
the employ of C. D. Sargent who then 
owned the Walk-Over store. In 1912 
the store was bought by Nickerson and 
Bassett and in 1917 by Paul Jesberg, 
Mr. Ury remaining the right bower of 
the establishment during the whole 
period. 

“I showed my full confidence in the 
future of the retail shoe business in 
California,” states Mr. Ury, “by an- 
nouncing that my new store would 
open on the day following election re- 


gardless of who won. It opened on 
that date and business is fine!” 


Kornhauser Leases Department 


In a news item in the Nov. 10 issue of 
BooT AND SHOE RECORDER it was stated 
that Andrew Kornhauser of Chicago 
had been made manager of the new shoe 
department in the Wm. S. Frankel Co. 
store in Sandusky, Ohio. Mr. Korn- 
hauser informs us that he owns the de- 
partment, which he operates as a leased 
department. 


Young Men Buy Grains 


St. Louis, Mo.—A great deal of the 
40 per cent gain in the men’s shoe de- 
partment in Boyd’s (men’s clothing 
store) is directly traceable to the num- 
ber of Scotch and Kiltie grain shoes be- 
ing sold the young fellows. College 
and high school boys are all wearing 
tweed clothes this Fall, and nothing is 
so in keeping with this material as the 
wing tip grain leathers. Very few of 
the older men bought shoes in October, 
due to the extremely mild weather. 
Their business will materialize later. 

Prices have held up very well, the 
average sales per pair being $7.25 right 
now. Brown shoes in all grades and 
leather finishes are selling much bet- 
ter than anticipated the first of the 
season. 


New Evening Slipper Sells 


PASADENA, CALIF.—Ted Huggins of 
Huggins, Inc., is getting a good re- 
sponse on a new evening slipper, the 
feature of which is the extremely nar- 
row straps which cross each other on 
the instep like a pair of suspenders 
cross at the back. The effect is to 
make the ankles look trimmer than 
ever. The slipper comes in several in- 
teresting combinations of colors and in 
white. 


STYLISH SHOES 
FOR GROWING GIRLS 








Smart $4.00 Retailers 
with a profitable mark-up 
Write for illustrated folder of complete line 
IN-STOCK SIZES 
AAA, 4-9; AA, 4-9; A, 4-9; B, C, 3-9 


VASSAR 
No. 2122 


Brown Krinkled Kalf 
blu oxford, kiltie tongue 
and strap, leather sole 
and heel. 


BELLEVUE 
No. 2091 


Brown Krinkled Kalf 
blu oxford, kiltie tongue, 
viscolized leather sole 
and leather heel with 
rubber top lift. 


—~ 


DON’T MISS SALES FOR LACK 
OF SIZES 

We have the styles, the sizes and the 

prompt service to aid you in serving 





your customers. Every Shoe is made 
over accurate fitting lasts. 





IHF 


EXCELSIOR 


SHOE CONPANY 


Portsmouth, Ohio 
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Women's Shoes 
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KUSH-IN-EZE 
HAND TURNED 
FOOTWEAR 
IN STOCK 
Me it x 


VAUGHAN- TOWLE Co. 
WAKEFIELD, MASS. 
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Men's Shoes 
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“HIGHEST 


RADE ONLY” 
EAST WEYMOUTH. MASS. U.S.A. 


Oi i i i a i le eel 








Spats 


6 6 


Consistent “est quel: 








Indiana Last Firm 


Locates in Brockton 


BrockTON—Plans for the establish- 
ment of a branch factory to serve 
Brockton and South territory have been 
made by the George C. Clark Metal 
Last Company who have acquired the 
former factory site occupied for. many 
years by Condon Bros. Shoe Co. at 157 
Center Street. J. R. Woodworth will 
be in charge of the Brockton branch. 
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Quick Delivery Record 


Los ANGELES, CAL.—George R. Bes- 
sey, manager and buyer for all shoe 
departments in the basement store of 
The Broadway Department Store, Inc., 
Los Angeles, ordered a pair of made- 
to-order shoes by telegram from the 
factory of Dunn & McCarthy, Auburn, 
N. Y., and in 21 hours the president of 
the manufacturing company, F. L. 
Emerson, arrived by airplane in Los 
Angeles with the shoes and fitted them 
to the feet of the customer who had 
been taken to the flying field to meet 
Mr. Emerson. 

“This is about the quickest work 
along that line that has been done yet,” 
says Mr. Bessey, “and we got a lot of 
publicity out of it.” 

Of course there may have been a 
little prearranging done in this case, 
but whether or not that is true the fact 
remains the shoes were delivered by 
the head of the house in less than one 
day after they were ordered. 


Trade 
Doings 


Telephone Calls Help Sales 


DetroIt—An idea to help business 
on those slow days when just nobody 
will come into the store has helped 
Arnold Glove Grip Boot Shop. John 
Plunkett, one of the partners, gets out 
a file of index cards of all old store 
customers, and starts calling them up. 

Right now, the suggestion was made, 
“We have just received our new Fall 
styles. Some of the latest shades and 
patterns come especially in your prop- 
er last.” That last touch of individual 
service makes an especial hit. 

The telephone works when direct ad- 
vertising of other forms doesn’t. Post 
cards fail to do the trick right then, 
and the telephone establishes personal 
contact. 
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Silent Salesman 


Detroit—A silent salesman is sell- 
ing slippers for French, Shriner and 
Urner’s new store on Washington 
Boulevard. This is an illuminated slop- 
ing display case, about four feet high, 
in the entrance of the store, a few feet 
from the door—every customer must 
step aside to pass it, and can hardly 
fail to notice it. 

As a seasonal display, two shelves of 
men’s slippers are-on display. These 
run to the fancy and wool types, many 
intended to appeal to the feminine 
shopper who is looking for gifts. This 
line is being pushed heavily until 
Christmas, and the store management 
is using silent display rather than 
pushing the line on the customers. A 
single patent leather shoe also is a sea- 
sonal specialty. 


Novel Display Boosts Sales 


WILMINGTON, CAL.—A display of 
all the leading models of men’s shoes 
handled in his store, placed directly in 
front of the line of chairs in the shoe 
department of Bray’s Men’s Shop, 116 
East Anaheim Street, Wilmington, 
Calif., has increased shoe sales fully 50 
per cent in the last few months. It has 
increased hosiery sales even more than 
that, according to Leo Bray, proprietor. 

The display is arranged with all the 
care that might be taken in a window 
display. Backgrounds are carefully 
made by Mr. Bray, who is himself an 
artist and a window trimmer. The 
shoes are placed on standards while 
palms and other accessories are also in- 
troduced. 

“The customer here is ‘exposed’ to 
our whole line of fine shoes for at least 
20 minutes as a rule,” says Mr. Bray, 
“and that gives the shoes time enough 
to impress themselves upon him, time 
to ‘soak in,’ so to speak. 

“We have introduced many attrac- 
tions in the store to make it the rendez- 
vous of young men and they like to 
use the chairs in the shoe department. 
I have kept watch and fully 98 per 
cent of all men, young and old, who use 
the chairs go over to the display and 
pick up at least one pair of shoes. 

“Frequently I reinforce the display 
in front of the chairs by a display of 
similar character immediately inside 
the front entrance. That means I hit 
them twice with the same club. 

“T have made a variety of back- 
grounds and change them about once 
a week. I have both palms and ferns 
and keep changing them as I see fit. 
Variety is the spice of life. The dis- 
play idea worked out wonderfully well 
in the Fall when I was introducing the 
Autumn and Winter lines. 


Windows Sell Foot Health 


WINSTON-SALEM, N. C.—On Sept. 21, 
Orthopedic Shoe Stores Company 
opened one of the best equipped Foot 
Health Headquarters in the South. 
Occupying space on the second floor of 
the Davis Co., Inc., department store 








BOOT AND SHOE RECORDER, November 24, 1934 


gown 10 THE Woop: 


AN IMPORTANT CONTRIBUTION 
TO IMPROVED SHOEMAKING 


[A] The Saddle Insole has become an important feature 
in the construction of several makes of arch support shoes. 


[8] The use of the “Down to the Wood” principle in last 
design has contributed materially to the effectiveness of 
this feature. The last is grooved so that the insole saddle 
—aree perfectly into the recessed section of the last. 
[¢] By the use of this method the saddle fits closer and 
more snugly to the foot and gives added support. Unless 
this method is used the saddle has to be skived so thin 
in order to preserve the lines of the last that it is of no 
Look for this stamp practical value in the shoe. 


UNITED LAST COMPANY 


on “Down To The 
BOSTON, MASSACHUSETTS 


Wood” lasts. 
When writing advertisers please mention Boot and Shoe Recorder 
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EXTRA FINE QUALITY 
PIG LEATHER INSOLE 




















You Repeat Your Profits with 
“America’s Finest Comfort Shoes 
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RIGHT AND LEFT 
PATTERNS TO ASSURE 
SNUG-FIT AT ANKLE 
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NEW SPRING 
AND ELASTICITY 
TO EVERY STEP 


10% NAIL-LESS HEEL 
SEAT, NO NAILS TO 
PUNCTURE FOOT 

















The RIGHT FEATURE shoe which has undergone the acid test of 
several years manufacture will produce REPEAT PROFITS for you. 


Nu-Matics with their patented, scientific, 
features are virtually non-competitive. 
Men's and Women's Shoes. 


Beware of Imitations 





1. 


“cushion” 
Send for our Catalog of 


ROHN SHOE MFG. CO. 
512 W. Florida St., Milwaukee, Wis. 


Kol Un WANT 


CUSHIONED SHOES 


and "nail-less” 


1 dozen 25¢ 














CHRISTMAS PRICE TICKETS, 
““ || WINDOW DISPLAY CARDS, and COLORFUL 
BACKGROUNDS NOW AVAILABLE 


Write for colored circular illustrating beautiful 
. backgrounds; also for samples of tickets, and 
sales messages on cards. 




















Size: 144” x 2%” 


Appropriate Holiday designs in bright greens and 
reds on snow-white backgrounds. These Christ- 
mas tickets will create the Holiday spirit needed 
in your windows. 


nations and blanks. 


Available in popular denomi- 


6 dozen $1.10 12 dozen $2.00 


Check with order, please, unless C.0.D. preferred. 
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at West Fourth and Trade Street, the 
department was opened at a time to 
coincide with the department store’s 
anniversary celebration. 

A. F. Cunningham, eastern district 
manager for Orthopedic Shoe Stores 
Company, spent considerable time in 
organizing the department and train- 
ing the sales personnel. The permanent 
manager will be Leroy Honeycutt, well 
known in Southern shoe circles. 

No detail has been overlooked in the 
equipment of the department. A com- 
plete range of styles and sizes of 
Ground Gripper and Cantilever Shoes 
for men and women, and Physical Cul- 
ture Shoes for children will be carried. 
Special window displays have been ar- 
ranged one of which is illustrated, to 
carry the message of Foot Comfort. 

It is interesting to note that E. L. 
Davis, president of the department 
store, has insisted that the selling staff 
of the entire store be equipped with 
shoes from the Foot Health Headquar- 
ters Department. He feels that greatly 
increased efficiency will result from cor- 
rect type of footwear. 





Utilize Cooking Class for 
Promotion 


SEATTLE, WasH.— Before record- 


breaking crowds attending the cooking 
school that filled the vast Civic Audi- 
torium in this city this week, Turrells 
shoe store staged effective demonstra- 





tions of a corrective line of shoes which 
they are featuring. Women, participat- 
ing in the baking contests, and view- 
ing the fashion revue in connection with 
the culinary matinees, were shown this 
line of footwear in connection with the 
hours spent in the kitchens of their 
homes. They were shown how aching 
feet from poor, ill-feeting shoes, cramp 
the style of the housewife, when it 
should be a pleasure for her to walk 
about her kitchen and prepare delicious 
new dishes for the family. 





Jackson Style Week 


JACKSON, MicH.—The Jackson Shoe 
retailers are sponsoring a style week, 
similar to the very successful one they 
promoted last Spring. The dealers 
pool their ads and the local paper co- 
operates with publicity for each in a 
short paragraph. 

Despite the decrease in factory ac- 
tivities the retail end of ‘business at 
Jackson is better than last year. 





Stetson Style Show 


Cuicaco—The first style show of the 
Stetson shoe shops of Chicago. was 
staged Tuesday evening, Nov. 13, at 
8:30, in the main fitting salon of the 
144 South Dearborn Street store. 

Two hundred invited guests ap- 
plauded Frank W. Cox, general man- 
ager of the Chicago stores, and George 


a 
Webber, in charge of arrangements. 
Every member of the show was a mem- 
ber of the Stetson organization. Four 
girl models and four men models dis- 
played the new Fall styles of men’s 
and women’s street, dress, sport and 
formal numbers. The latest correct 
costumes were worn by the models to 
accentuate each class of shoe. The 
parade was made before tables of four 
on each side of the salon, set alongside 
a carpeted path of bright hue. 

Costumes worn by models were sup- 
plied by courtesy of Miller’s, 57 E. 
Randolph St., and millinery by Jaque- 
line, 56 E. Randolph St. and 54 W. 
Adams St., as a neighborly gesture. 
Hosiery and bags came from the Stet- 
son organization. 

Luncheon of cakes and hot coffee was 
served in the Lodge in the basement at 
the conclusion of the show. The en- 
tire show was planned and executed by 
the Stetson Shops Booster Committee. 





Reports Sales Increase 


MIAMI, FLA.— The French Bootery 
at 141 E. Flagler Street, reports a 20 
per cent increase in unit volume over 
last year, with business going good. 
W. A. McCarty, owner of the shop, 
says that even up to November all 
white shoes are leading. Some browns 
are being sold, as well as pastels. Buck- 
skin is the popular leather, with ties 
and pumps about even in style demand. 















ROOT AND SHOE RECORDER, November 24, 1934 


“How nice 


they look inside!” 


Successful retailers know 
that the inside as well as the 
outside of a shoe must be neat 


and trim in appearance. 


Du Pont Pontan Quarter Lining, 
because of its uniformity and 
practical working qualities, is at- 
tractive in appearance and will 


impress the customer favorably. 


It is furnished in white, gray, fawn 


and other appealing colors. 


PONT, 


REGC.U.3. PAT.OFF 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 


When writing advertisers please mention Boot and Shoe Recorder 
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CLAW/IFIED 


A DEPARTMENT 
WHERE EMPLOYER 
AND EMPLOYEE, 
BUYER AND SELLER 


MEET . 


. 7 . 
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SALESMEN WANTED 


SALESMEN WANTED 








SALESMAN WANTED 














EXPERIENCED SALESMEN 


We are manufacturers of the Nation- 
ally known line of women’s medium 
heel welts to retail at $3.50, $4.00 and 
$5.00. A quality line, with style appeal, 
that fits. Leader in sport styles for 
spring and summer. Have the follow- 
ing territories open: 


Washington, Oregon, Idaho, Texas, 
Oklahoma, Arkansas, Louisiana, 
Pennsylvania, New Jersey 


Applicant must be thoroughly ac- 
quainted and well established with 
trade in territory for which he makes 
application. Write fully giving refer- 
ences. 


The L. D. Stickles Shoe Co. 


Red Wing, Minnesota 








One of Boston’s livest women’s novelty 
shoe houses, carrying a line of high 
style novelties to retail at $2 and $3, 
has openings for salesmen in the fol- 
lowing states: North Carolina, South 
Carolina, Alabama, Louisiana, Texas, 
Kentucky, Tennessee. Only men witha 
following of good accounts need apply. 


HARRY GREEN 


144 Lincoln St., Boston, Mass. 











SHOE SALESMEN: Take orders for Sport 
Cleaner and Whitener—1935 Season—Used 
or. all white shoes and far superior to other 
Whiteners.—Sells in volume—Bizg Commissions 
—Let us show you. THE HOUSE OF 
FAYRIN, 361 Baxter Ave., Louisville, Ky. 





ELL Amazing New Brushless Shoe Creme to 
shoe and department stores. Restricted ter- 
ritory. Commission only. References required. 
pyogenes Chemical Co., Inc., Richmond Hill, 





ALESMAN with Brooklyn following for line 

of Juvenile footwear. Straight commission. 
Also want side line representation in Connecti- 
cut, New ork State. Address D-940, care 
Boot & Shoe Recorder, 239 West 39th Strect, 
New York, NY. 


Established manufacturer of ladies’ 
shoes, retailing from $1.00 to $2.00, can 


use a salesman for volume trade. In- 
terested only in man who can produce 
big business. Interesting proposition 
for right man. 
Address D-939, care 
BOOT & SHOE RECORDER, 
239 West 39th Street, New York, N. Y. 









WE want a live representative for the states 
of Kansas, Nebraska and Missouri (except- 
ing St. Louis) to build up a present thirty 
thousand business to a hundred thousand and 
better. Complete popular priced, snappily styled 
line in prewelts, babies to misses and _sstitch- 
downs in children’s, misses’, boys’, ladies’ and 
men’s. Strictly commission basis, spring line now 
ready. State experience, previous sales and 
all information including references. Address 
D-933, care Boot & Shoe Recorder, 239 West 
39th Street, New York, N. Y. 








REAL money-making opportunity to be 

carried as a non-competing side line, 
the NESTLETOE line of footwear. The fin- 
est low priced line of women’s white leather 
and fabric shoes and sandals on the market. 
Territory open only to men now employed 
and covering the following states: Arizona, 
Connecticut, Colorado, Illinois, Indiana, Min- 
nesota, Nebraska, Nevada, New Mexico, 
New York State—outside of metropolitan 
New York—Ohio, Rhode Island, Wyoming. 
Straight commission basis. Give full details 
in first letter. Nestletoe, Inc., Worcester, 








Mass 











S ALESMEN wanted for side line traveling 
all states; wonderful line of shoe polishes 


and ornaments. Write what territory covering. 





Address D-934, care Boot & Shoe Recorder, 
209 S. State Street, Chicago. 
XPERIENCE in children’s shoes. May be 


carried exclusively or as side line. The 
Elegant Shoe Co., 228 North Clinton Street, 
Chicago, Illinois. 





NATIONALLY known manufacturer and 

distributor of In-Stock Ladies’ Novelty 
shoes retailing at $2.00, $3.00 and $4.00 is now 
considering salesmen’s applications for Arkansas; 
Arizona and New Mexico; Georgia; Iowa and 
Nebraska; Indiana; Kentucky and Tennessee; 
Mississippi; North and South Carolina; Ohio; 
Oregon and Washington; and Wisconsin. Line 
thoroughly established and popular. We are 
interested in men who want to make money 
and are interested in a permanent connection. 
When applying state experience and age. Ad- 
dress D-935, care Boot & Shoe Recorder, 209 
South State St., Chicago, Illinois. 


SALESMEN to sell a popular priced in-stock 
line of men’s and children’s Stitchdowns to 
retail trade and department stores. All terri- 
tories open. Commission basis. May be carried 
as side line. State territory and references in 
first letter. Address D-936, care Boot & Shoe 
Recorder, 140 Federal St., Boston, Mass. 














ANTED—Experienced salesmen with follow- 

ing among leather and shoe findings jobbers, 
to carry as side line “WHITE SHINE,” a 
guaranteed white shoe cleaner. Commission 
124%4%, paid semi-monthly. Prepare yourself 
for coming season. Many territories available. 
Write for sample, giving references. White 
Shine Manufacturing Co., 306 Rhode Island 
Avenue, East Orange, N. J. 





XPERIENCED STITCHDOWN SHOE 

salesman wanted to carry manufacturer’s 
line of beach sandals and house slippers as side 
line. Traveling by car preferred. Selling to 
chain, department stores and jobbers. Address 
D-937, care Boot & Shoe Recorder, 239 West 
39th Street, New York, N. Y. 





ALESMAN: Calling on Shoe _ Findings 
Jobbers, Syndicates and other outlets to 
handle quality line of shoe findings at attrac- 
tive low prices. Commission basis. State terri- 
tory covered and reference. Findings Manufac- 
turing Co., 6 S. Liberty Street, Baltimore, Md. 





ALESMEN, experienced, with following, to 
carry full line of Juvenile Shoes at popular 
prices. Pennsylvania, Ohio, Connecticut, New 
York City and State Territories open. Com- 
Address D-938, care Boot & Shoe 








mission. 
Recorder, 239 West 39th Street, New York, 
Ns Ss 

SHOE DYEING 








—DYE YOUR OFF COLOR SHOES— 
TURN THEM INTO READY SELLERS 


For years we have dyed off color or sunburned shoes 
black for particular shoe merchants with won- 
derful success. Pigment removed before dyeing. 
Returned clean inside and outside. Send trial erder 
or write for particulars. Wholesale price 67¢ pair. 
ARTISTIQUE SHOE STUDIO 
5 N. Wabash Ave., Chicago 




















CLASSIFIED ADVERTISING RATES 


The rate for “Position and Lines Wanted” advertisements is 4 cents per word for all undisplayed advertisements. 
Minimum charge 75 cents. For all other classified advertisements the rate is 7 cents per word. Minimum charge 
$1.25. When a box number is desired twelve words should be added for the address. 
word of the address should be counted. 
The rate for all displayed classified advertisements is $5.00 an inch with a maximum of 45 words. 
Classified advertising is payable in advance. 
& Advertisements for this page must be in our New York office on Friday of the week preceding publication “4 


In all other cases each 
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LINE WANTED 


MEN'S and Boys’ work shoes. Also Women’s 

and Children’s stitchdowns. 15 years’ road 

experience specialty shoes—West, South and 

— Texas. R. P. Bryarly, Tuleta, Bee County, 
exas. 








Line Wanted 


Experienced salesman de- 
sires popular-priced line 
of footwear for distribu- 
tion in Metropolitan terri- 
tory. A-1 References. 


Address D-930, care 
BOOT & SHOE RECORDER, 
239 West 39th Street, 
New York, N. Y. 











XPERIENCED SALESMAN AVAILABLE. 
Salesman with 30 years, experience living 
St. Louis wants STRONG line women’s (pre- 
ferred) or men’s shoes. Establish sales office 
St. Louis or travel. Been covering central 
territory, Indiana to Kansas to Canada. 
dress D-944, Boot & Stee < apeeae 239 West 
39th Street, New York, 








POSITION WANTED 


BUYER - MANAGER — Thoroughly capable 
executive wishes to make a change. Now 
employed as assistant to buyer, department 
doing approximately eight to ninety thousand 
per year. Age 34—with fifteen years’ retail 
shoe experience, eight in executive capacities. 
Best of references. If interested, state your 
proposition in full. Address D-942, care Boot 
& ice Recorder, 239 West 39th Street, New 
York, N. Y 


SHOE Chain Executive, 15 years’ experience 
in buying, merchandising and managing 
large volume units, wishes position with a pro- 
gressive chain or department store. Age 36. 
Married. Address D-943, care Boot & Shoe 
~ rm 239 West 39th Street, New York, 














WANTED TO PURCHASE 





YOUNG MAN will pay cash for shoe store 
with stock. Must be very reasonable. Address 
D-941, care Boot & Shoe Recorder, 239 West 
39th Street, New York, N. Y. 


MERCHANTS’ NEEDS 


HOTELS 








LOW PRICED SLIPPERS 


Men’s Moccasins 
Women’s and Boys’ .... 
Less 3% 
ALSO WOMEN’S 
HEEL SLIPPERS 











SIX SHELF 
DISPLAYER 


Your Christmas 
slippers displayed 
on this attractive 
unit will bring 
many additional 
sales. 

Made of all 
Bird’s Eye Maple, 
with ebonized 
edges, shelves 
544" x 8”, 6” 
apart, 39” over- 
all. Displays 
effective 

Lar i 


Children’s 
shoes. 


$5.00 
EACH 


ARROW DECORATING & FIXTURE CO. 
7 N. Fourth Street, Philadelphia, Pa. 

















WANTED TO PURCHASE 





U CAN HAE A BUSINESS PRO- 


OWN and earn big 


FESSION OF YOUR 
A new system of 


income in service fees. 
foot correction: readily learned by any 
one at home in a few weeks. Easy terms 
for training; openings everywhere with 
all the trade you can attend to. No capi- 
tal required or goods to buy; no ency 
or soliciting. Established 1894. Address 
Stephenson Laboratory, 21 Back Bay, 
Boston, Mass. 


Convenient to the Shoe District 





The NEW 


TOURAINE 


Corner Tremont at Boylston St. 





% Newly improved and 


refurnished. 


% Now restored among 
Boston’s leading hotels. 
with bath 


SINGLE ““;.." $3.00 
DOUBLE ““(..m" $4.50 





Cafe Touraine — Boston’s 
Smartest Rendezvous for 
Luncheon, Dinner and Sup- 
per Dancing. Garage Ser- 
vice. Choice Sample Rooms. 


* 





Louis P. LaFranche, 
Treasurer 


Emile F. Coulon, 
President 














WANTED TO PURCHASE 





WE BUY 

Entire or Surplus Wholesale and Retail 
Stocks. Also Branded Shoes such as 
Walk-Over, Florsheim, Enna-Jettick, Vital- 
ity, Arch Preserver, Queen Quality, Bos- 
tonians, Ete. 

IRVIN RUBIN 

“The House of Jobs’’ 
89 Reade St. Cor. Church 
Phone Barclay 7-7887 New York City 











Warm Weather Slows Sales 


Fort Wortu, Tex. — According to 
Manager Alex Hesselson, business for 
the Fair Department Store’s shoe shop 
in September was 35 per cent over that 
month last year, but October business 
is about the same as last year’s. The 
weather is blamed for the condition. 
October this year has been dry and 
hot, while September had a few cool, 
shoe-buying days. Business among a 








CASH PAID 
FOR ENTIRE OR PART STOCKS 
Shoes, Dry Goods or Clothing 
No Quantity Too Large or Too Small 


MAX KALTER & CO., INC. 
Phone Canal 6-4371 
591 BROADWAY NEW YORK CITY 














number of trades is reported better 
here than it has been since May, but 
the continued drought and hot weather 
have been detrimental to the shoe busi- 





CASH FOR BRANDED SHOES 
RETAIL OR FACTORY STOCKS 


References: I. Miller, Nunn-Bush, Geller, Beck, 
Saks—5th Avenue, Melville, Bostonian, etc. 


BARIS SHOE COMPANY, Inc. 
79 READE STREET, NEW YORK 
Tolephone: WORTH 2-5180, 5181 








Buyers of Surplus Stocks 


We will buy surplus or entire stocks of shoes 
from manufacturers, jobbers or retailers. 


QUANTITY NO OBJECT 
KIRSCH - BLACHER CO., Inc. 
106 Duane St. New York 
Phone Worth 2-5377 and 5378 











ness here, Hesselson thinks. In spite 
of the warm weather, more “heavy” 
sport shoes are being sold here than 
ever before. 
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To 
Our Advertisers 
In This Issue 





Next Week 


FTER Christmas come shoe sales. For 
years BOOT AND SHOE RECORDER 
has fought to restrain the impatience of 
some retailers whose eagerness to clear Fall 
stocks has often upset the apple cart. The 
RECORDER has consistently opposed early 
December clearances. Some merchants take 
the other extreme position and oppose price 
reductions at any time. For most stores, 
however, that policy is likewise impractical. 
So RECORDER says: If you must have clear- 
ances, hold them in clearance time. If you 
advertise a sale, make it a real one. Do the 
job well and quickly; then get back to 
regular business at regular profits. 

To help merchants plan a January clearance 
sale that will produce results, to help them 
promote it effectively, R. E. Andruss next 
week tells our readers what to do and how. 





Published by BOOT and SHOE 
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ng America goes Vitality 


& 
_& 
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i, * 









. INCREASING demand of the younger set 
“. for Vitality Health Shoes has made this 
We j 

» popular line one of the outstanding 

- money-makers in the children’s shoe field. 






Each model of the versatile assortment of 
aateenees smart styles offered has been carefully fash- 
ioned to please the discerning tastes of 
young moderns. The Vitality principle of ° 
construction insures proper fit and health 
protection for energetic young feet. 









Take advantage of Young America’s swing 
to Vitality! Steady turn-over, substantial 
dealer profit margins on this season's new 
prices and complete In-Stock Service make 
this line a real business opportunity. 


VITALITY SHOE COMPANY « ST. LOUIS 


Branch of International Shoe Co. 





SEASHORE 


















CHILDREN’S BOYS’ WOMEN’S MEN’S 







Conmge widths AtoE AAAA to EEE AAAtoG 
r Sead ented Sizes 1 to 6 Sizes2to11 __ Sizes 5 to 14 
$2 to $5 $4 $6 and $6.75 $5 and $6 





Vitality Growing Girls’ and Thrift Grade Shoes for Women. . $5.00 













Cope 





Nationally Advertised in 
VOGUE * LADIES’ HOME JOURNAL * McCALL’S * PHOTOPLAY * GOOD HOUSEKEEPING 
s . 
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Another Good Season 


Or 


At the swankiest rendezvous, or the 
smartest shoe shop, you'll find foot- 
wear made of Einstein Gabardine 
occupying the foremost place for 
loveliness and quality. 


Einstein quality is woven in. It is not 
only design that makes this Gabar- 
dine so fine, it is the special twist, 
the grade of yarn, the construction, 
the fact that it can be so easily 
cleaned that insures satisfaction for 











the leading shoe manufacturers and 
retailers. They use Einstein Gabar- 
dines because they are the finest 
obtainable. 


PARK AVENUE: NEW YO 





When writing advertisers please mention Boot and Shoe Recorder 
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Ape? Y Heels fit the Last 


How exactly they fit it at every point—heel 
seat and quarter... shank and arch, too, when 
the counter goes that far. And how correctly 
and comfortably they adapt themselves to the 
contours of the feet. 

There’s no guesswork in the manufacture of 
Spaulding Counters. Every operation—from 


the selection of the finest 
quality hemp and flax right 
straight through to the ac- 


Spaulding Counters fit the last 
exactly like this—inside and. 
outside—heel-seat, quarter and 
shank. No resistance! No 
strain on your customer’s heel! 


tual fashioning of the coun- 
ters—is backed by years of 


4 
, 
5 
4 
\ 
‘ 

‘ 
¥ 





ee ee 


experience and careful study. The counters 


themselves are made on steel lasts that are 
exact duplicates of your lasts . . . and fashioned 
in our own unfailing precision machines, which 
we have developed to the highest degree of 
perfection yet reached in this field. The result 

is Happy Heels for your 

customers . . . your best 
possible guarantee of cus- 
tomer satisfaction and re- 


Ordinary counters meet the 
last only halfway—like this. 
The rest has to be pulled into 
place— meaning tension and 
strain on your customer's heel! 


peat business. 


PAULDING 


Counters 


“Wade tn North Rochester, N. H. 


NO OTHER PART OF THE SHOE MEANS SO MUCH 


... AND COSTS SO LITTLE 


When writing advertisers please mention Boot and Shoe Recorder 
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“How nice 



















they look inside!” 


Successful retailers know 
that the inside as well as the 
outside of a shoe must be neat 


and trim in appearance. 


Du Pont Pontan Quarter Lining, ; 


because of its uniformity and 





practical working qualities, is at- 


tractive in appearance and will q 
impress the customer favorably. ‘ 


It is furnished in white, gray, fawn 


and other appealing colors. 


BATS Hk 


sieges SA 2 HERONS 9 
dio Sa al . 4 


9 ees 


NI 


RE6.U,3, PAT. OFF. 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 
When writing advertisers please mention Boot and Shoe Recorder 
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Proved by 60,000 Ball-Band dealers that it pays to SELL the best 


Ball-Band dealers—as well as Ball-Band wearers—benefit famous line of footwear has been noted for more than a third 
by the modern styling, the sturdy construction and the of a century. Dealers are invited to write for interesting in- 


high standard of materials and workmanship for which this formation and the complete, illustrated Ball-Band 





= 


tal 








It pays to Sell the best 


From coast to coast—the millions now WEARING 
Ball-Band footwear have found that it pays to BUY 
the best. 


By the same token, 60,000 dealers now SELLING 
Ball-Band have found that it pays to SELL the best. 


The Ball-Band line was never so complete as it is today. 
The demand for Ball-Band quality was never so keen as 
it is today. That makes a perfect sales-building combi- 
nation for footwear dealers who want more profits and 
satisfied customers. 


If you are not now selling footwear bearing the famous 
Red Ball trade-mark, we have some striking facts and 
figures which will show that it is to your decided ad- 
vantage to sell the Ball-Band line. This information— 
together with the new, complete, illustrated Ball-Band 
catalog—is yours for the asking. Write 


MISHAWAKA RUBBER & WOOLEN MFG. CO, 
280 Water St., Mishawaka, Indiana 











At Ease or at Attention, Kangaroo shoes are real 
men’s shoes—on the job every minute with what’s 
wanted. You can’t beat them! Kangaroo is 17% 
stronger, weight for weight, than any other leather used 
in shoes. At the same time it is light, soft and pliable, as 
easy and comfortable on the feet as fine kid. And 
Kangaroo’s small, tight grain takes a polish brilliant 
enough for dress wear. No wonder shoe dealers every- 
where find men’s street and dress shoes of genuine 


Kangaroo a steady-selling, consistently profitable line! 


— 
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AUSTRALIAN 


KANGAROO 


Surpass Leather Co. Philadelphia, Pa. 
Richard Young Co. New York, N. Y. 


Ziegel Eisman Co. Boston, Mass. 
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What every merchant should know 













HE “Big Bertha” of advertising is THE 
AMERICAN WEEKLY. It’s bigger in size—big- 
ger in circulation—bigger in selling power than 
any other magazine on earth. More than 5 mil- 
lion families comprising 20 million people read its 









interest-filled pages every week—twice as many 
as read any other magazine. That means it will 
do twice as good a selling job for you if you stock, 
display and feature the products advertised in 
its powerful pages. 




























The American Weekly—what it is 


@ The American Weekly is the largest magazine in the world. It is distributed 
through 17 great Hearst Sunday Newspapers. In 597 of America’s 995 towns and 
cities of 10,000 population and over, The American Weekly concentrates 67% of its 
circulation. 






In each of 134 cities, it reaches one out of every two families 
In 125 more cities, 40 to 50% of the families 

In an additional 165 cities, 30 to 40% 

In another 173 cities, 20 to 30% 











-.. and, in addition, more than 1,885,000 families in thousands of other commu- 
nities, large and small, regularly buy and read The American Weekly. 


TH ENN ERICAN 
Praag vet WEEKLY 


“The National Magazine with Local Influence” 
Main Office: 959 Eighth Avenue, New York City 
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FiorsHeims MAKE 





SECOND-PAIR SALES 






















SO 





Easy” 


Mr. Avsert H. 
Bocutz 
Manager Shoe Dept. 


““We’ve only been carry- 
ing Women’s Florsheim Shoes for a few 


months but already they’ve built up a sur- 








prising volume of repeat sales—the best 


barometer of any shoe’s popularity.” 





That’s the experience of Bonwit-Teller, 
Philadelphia— and of many another 


successful shoe department. Flor- 





sheims have that authentic beauty that 
invariably attracts the customers most 


prized by better stores. These women 








feel confident of Florsheim quality — Bonwit-Teller’s beautiful Shoe Department 





and you can feel equally confident that cthdiataidieh nies ; 
, $ +, i *] ()°° 
to 


you’ve made just the first of many sales. and up 


FLORSHEIM SHOES 
for Women 


THe FrtrorsHetImM SHOE COMPANY © Manufacturers © CHICAGO 


When writing advertisers please mention. Boot and Shoe Recorder 


















